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Rough Proofs 


With steel mills already operating 
at capacity, WMC insists their men 
work 48 hours a week, thus adding 
$100,000,000 to labor costs. Is this 
a new way to fight inflation? 


- . F 


A classified advertiser in ADVER- 
risinc AGE qualifies himself for a 
job as traffic manager by saying, 
“Tells all agency secrets.” Does he 
mean his boss’s or the other fel- 
low’s? 

> -— ow 


The Los Angeles Daily News has 
discontinued its classified advertis- 
ing department, and the New York 
Daily News is starting one. Any 
way you look at it, it’s still news. 


, | = 


The National Industrial Adver- 
tisers Association has been having 
larger attendance at its regional 
conferences that it has had pre- 
viously at national meetings. This 
must prove something, but what? 


~~ = = 


Gene Flack has been elected first 
vice-president of the New York 
Sales Executives Club, and any 
member who wants to whistle 
through his fingers now has a good 
chance to learn how. 


a 


Dr, O. L. Tinklepaugh has been 
elected a vice-president of J. M. 
Mathes, Inc., and manifest destiny 
suggests that he be given charge of 
the client saluting and greeting de- 
partment. 

web 


A backlog of 16 billion dollars in 
“consumer buying intentions” exists 
now, says William J. Moll, of the 
U. S. Chamber of Commerce, and 
unless some of them are strictly dis- 
honorable, a lot of lonesome gals 
are going to be made happy with 
wedding rings. 


ae 


Roy F. Hendrickson, director of 
the Food Distribution Administra- 
tion, says there’s a serious shortage 
of fish this year, and so of course 
every patriot should be willing to 
oil up his tackle and do his bit, 
regardless. 
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“News of national affairs will be 
the news of business for generations 
to come,” predicts U. S. News, and 
that’s why devoted followers of 
David Lawrence will continue to 
keep the aspirin factories busy. 


a. 


Chairman Fly of the FCC was 
mighty sweet to the broadcasters at 
their recent Chicago convention, 
and you’re just an old cynic if you 
think the Congressional investiga- 
ion had anything to do with it. 
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-emporary withdrawal of Fletch- 
ers Castoria from the marts of 
trade may result in that old slogan 
becoming literally true. You know 
— Children cry for it.” 


- oe 2 


, n view of all the trouble the 
‘A is having, maybe the canners 
ould adopt the convincing slogan, 
irs. Consumer Knows—it isn’t the 
el that makes the grade.” 


wwe 


“Your business is sensitive,” says 
‘siness Week, “to the fortunes of 
ery other business.” And, of 


“ourse, even more to their misfor- 
ines, 


I 
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Huge Womanpower 
Campaign Set to 


Go in September 


Magazines Kick Off 
Drive with Special 
Covers That Month 


New York, May 6.—A coordinated 
drive to develop full utilization of 
available womanpower in the war 
effort has been organized for the 
War Manpower Commission by the 
Office of War Information with the 
assistance of the Advertising Coun- 
cil, and will get into full swing in 
September. A. O. Buckingham, 
Cluett, Peabody & Co., is the cam- 
paign coordinator for the Council, 
and J. Walter Thompson Company 
is the volunteer agency. 

The drive will be notable because 
of its size, and because it will 
demonstrate in its entirety, for the 
first time, the technique which OWI 
and the Advertising Council have 
evolved for the handling of govern- 
ment information campaigns involv- 
ing voluntary cooperation and sup- 
port from advertisers and media. 

Each war-effort drive hereafter 
will have an appropriate symbol, 
that for the wo- 
manpower 
campaign being 
a flaming torch 
held aloft, with 
the wording, 
“Women War 
Workers,” and 
each will have 
a campaign 
guide, similar to 
that produced 

% for the farm 

+ woe” labor campaign. 

AR . 

These campaign 

guides will not 

only explain the basic need for the 

drive, the purpose behind it, the 

general theme, etc., but will also— 

if present plans are successfully ex- 

ecuted—plug a gap which has been 

of some consequence in the past by 

supplying suggested material and 
layouts for local advertising. 


Complete Material Planned 


On the womanpower campaign, it 
is planned to produce eight or ten 
suggested newspaper’ advertise- 
ments, designs for 24-sheets, a 
booklet of answers to questions, 
posters and point-of-sale signs for 
the guidance of those who desire to 
tie up with the drive. Heavy em- 
phasis is being placed on material 
which can be used locally in this 
instance, since the manpower situa- 
tion is essentially a local problem 
and will remain so, although by 
September it is believed that it will 
have become widespread enough to 
require a national background cam- 
paign to lend emphasis and author- 
ity to localized activities. 

Since neither the OWI nor the 
Advertising Council has funds 
available for the production of cam- 
paign guides of the type required, 
voluntary support from private in- 
dustry is being called upon for their 
production. The printing of the 
farm manpower guide, for example, 
was contributed by William E. 
Rudge’s Sons, while Kellogg Com- 
pany developed an accordionfold 

(Continued on Page 41) 
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ISSUES WARNING 


IMPORTANT 
ANNOUNCEMENT 


This is a nationwide warning 
being published in the interest 
of protecting public health 


is necessary to withdraw and 
recover all Fletcher's Castoria 
outstanding 


Everyone is asked to search 
the medicine chest and to re- 
turn to the retail dealer for 
refund any and all such 
Fletcher's Castoria purchased 
during the last 60 days. 
Please notify all your friends 
to do likewise 


In co-operation with the 
United States Food and Drug 
Administration, the Centaur 
Company of Rahway, New 
Jersey, manufacturers of 
Fletcher's Castoria, warns al! 
holders of Fletcher's Castoria 
that is wholesale druggists. 
retail druggists. country store- 
keepers and consumers, to dis- 
continue the sale and use of 


If you are a retailer, please 
immediately discontinue the 
sale of all Fletcher's Castoria 


the article because it has on hand and return all stocks 
been discovered that all such to the manufacturer for re- 
Fletcher's Castoria which has fund 

been shipped since March Ist It is urgently necessary 


1943, contains a foreign in- for health protection that you 
gredient which causes nausea follow these instructions faith- 
and vomiting fully 

As neither consumers nor 
retailers can tell the differ 
ence between the packages 
made before March ist and 
those produced thereafter, it 


This is the announcement 
that was made over the radio 
yesterday. It applies to 
Fletcher's Castoria sold in the 
United States only 


THE MANUFACTURER OF FLETCHER'S CASTORIA 


This copy appeared in newspapers last 
week to supplement previous radio an- 
nouncements for Centaur Co., warning 
all holders of Fletcher's Castoria to re- 
turn the product to their retail dealers 
because of a harmful ingredient. 


All Dailies Used 
fo Warn Public of 


Spoiled Castoria 
All Stocks in Hands 


of Dealers and 


Public Called Back 


Rahway, N. J., May 5.—‘“Im- 
portant announcement—this is a 
nationwide warning being published 
in the interest of protecting public 
health,” was the electrifying head- 
ing of 400-line advertisements ap- 
pearing today in every daily news- 
paper in the country placed by The 
Centaur Company, a division of 
Sterling Drug, for Fletcher’s Cas- 
toria. 

Copy revealed that all Fletcher’s 

(Continued on Page 43) 


N. Y. Civilian 


Defense 


Organ Plugs Grade Labels 


Willkie Book Hits 
Million; Creates 


Sensation in Trade 


$60,000 Appropriated 
for Advertising; 
Large Copy Used 


New York, May 6.—Yesterday 
morning the print order on Wendell 
Willkie’s “One World” was 750,000 
copies; yesterday afternoon it was 
875,000—and by the time this story 
gets in print it will almost certainly 
be 1,000,000. 

So fast has the current Simon & 
Schuster “miracle work” been mov- 
ing that the publishing house itself 
can’t keep up to date on the volume, 
and bulletins and news releases 
concerning the book are almost sure 
to be out of date before they roll 
off the mimeographing machine. 

The book—sold in paper at $1 a 
copy and in cloth at $2—started off 
with an initial advertising appro- 
priation of $15,000. Actual adver- 
tising expenditures on the volume 
now total $47,000, and at least 
$60,000 will ultimately be spent, 
although promotion will undoubt- 
edly taper off from the whirlwind 
pace previously set. Seven full col- 
umns have been used consistently 
in the New York Herald Tribune 
and Times, interspersed with 1,000- 
line copy. In newspapers of other 
leading cities 600-line advertise- 
ments have been the rule. 


Plans “Time” Page 


A spot radio campaign in selected | 
cities began late last week, and the 


next big blast is reported to be a 
full page in Time. Schwab & Beatty 
is the agency. 

Reversing the earlier situation, 
forthcoming advertising will appear 
primarily in out-of-town newspa- 
pers, with about two-thirds of the 
money being spent away from New 

(Continued on Page 42) 


~ Last Minute News Flashes 


FTC Cites Willys-Overland for ‘Jeep’ Use 

Washington, D. C., May 7.— Willys-Overland Motors, Inc., has been 
cited by the Federal Trade Commission for alleged misrepresentations in 
its advertising regarding the creation and perfection of the Army Jeep, 
Named with the auto maker are its agency, United States Advertising 
Corporation, and Ward M. Canaday, Joseph W. Frazer, George W. Ritter 
and Delmar G. Ross, executives of Willys, and Frank H. Canaday, direc- 
tor of the agency. According to FTC, Ward M. Canaday and Mr. Ritter 


are also agency executives. 


Raps OPA Delay and 
Urges Public to 
Fight for Grades 


New York, May 6.—The appar- 
ently unanswerable question, “Just 
what does civilian defense include?”’ 
was brought to the fore here again 
this week as the Civilian Defense 
Volunteer Organization of New 
York, through its Manhattan Con- 
sumers Service Division, issued a 
pamphlet vigorously pushing grade 
labeling. 

The front page of the pamphlet, 
which is a “house organ” issued 
periodically by the CDVO, was 
devoted to an editorial headed 
“Grade Labeling Is Under Fire,” 
which declared that consumers have 
been looking forward to grade 
labeling of this year’s pack of 
canned goods since December. “We 
were assured of it last Feb. 26,” the 
article said, adding that “canners 
have known about it since last fall.” 

“Grade labeling is a necessary 
part of price control,” it continued. 
“Unless the consumer knows what 
is in the can she cannot know 
whether or not she is paying a black 
market price for it. Canada agrees 
much of the success in keeping 
prices down is due to clear grade 
labeling. 


Claims Brands Unaffected 


“Grade labeling does not destroy 
brand names. In Canada, brand 
names are as prominent as ever. 

“But now, at the last minute and 
after more than six months notice, 
some canners are raising the cry 
that grade labeling will ‘slow up 
production.’ It’s hard to see how. 
Packers, and wholesalers know the 
grades, anyway. Why would it slow 
up production to let the public in on 


the secret? 

“Consumer centers have been 
teaching the virtues of grade label- 
ing as instructed by the OPA. We've 
instructed consumers to be on the 
lookout for the grade. 

“Thousands of consumers who 
support grade labeling have written 
to Prentiss Brown to tell him they 
back him in OPA’s twice-announced 
decision. Believe it or not, Prentiss 
Brown has asked consumers to back 
him if they agree with him. Does 
he know you back him?” 

This endorsement of grade label- 
ing brought forth a New York 
Times editorial which declared that 
“our purpose is not to enter into the 
merits or defects of grade labeling, 
but to raise a fair question. Just 
what have ‘consumers’ got to do 
with preparation against bombing 
| of New York? What has grade 
labeling got to do with the protec- 
tion of the public against bombing? 


The respondent’s advertising has featured | What right has any group in this 


the “Jeep in Civvies.” FTC says that credit for originating the Jeep goes | Wartime agency to use the CDVO as 
to the American Bantam Car Company, Butler, Pa., and certain Army 


officers. 


Campbell Soup Signs for New CBS Program 
New York, May 7.—Campbell Soup Company has purchased, through|the New York unit of the civilian 
Foote, Cone & Belding, a new radio program, the “Jack Carson Show,” | defense setup has been involved in 


which will be aired Wednesdays from 9:30 to 10 p. m. EWT over the coast- lextraneous activities 
to-coast CBS network starting June 2. 


Ward Wheelock Company will 


}a means of promoting its own eco- 
| nomic ideas?” 


Second Outside Activity 


| This is the second time in which 


which have 
drawn fire from those who believe 


continue direction of Campbell’s “Radio Reader’s Digest,” broadcast Sun-| that civilian defense should be lim- 


days over CBS. 


Radio to Promote Aunt Polly’s Soup Mix 

New York, May 7.— Beginning May 31, B. T. Babbitt, Inc., will use 
“David Harum,” currently being aired on 52 NBC stations, and the new 
“Lora Lawton” show, on a 37-station NBC network, to advertise its de- 
hydrated Aunt Polly’s soup mix. The Lawton show will be aired Mon-| Union literature on display, includ- 


days through Fridays from 11:45 to 12 p. m. EWT. 


“David Harum” is 


ited to activities closely related to 
protection against enemy attack. 

| In August of last year (AA, Aug. 
|31) ApverTIsING AcE revealed that 
|the Pershing Square display of the 
|New York Civilian Defense Volun- 
j}teer Organization had Consumers 
| ing a pamphlet 


which solicited 


also heard five days a week from 10 to 10:15 a. m. EWT. Duane Jones | membership in the organization. As 
Company, New York, handles the account. 


Hal James Joins H. W. Kastor & Sons 


New York, May 7.—Hal James, recently appointed new program man- 


ager for Compton Advertising, will resign May 10 to become associate 
radio director for H. W. Kastor & Sons Advertising Company, in charge 


of ail New York radio activities. 


a result of this disclosure, the CU 
|literature was subsequently with- 
| drawn. 

At that time, James M. Landis, 
director of the United States Office 
of Civilian Defense, disclaimed all 
|responsibility for the actions of the 
|New York unit of his organization, 
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ADVERTISING AGE 


May 10, i943 


declaring that “The United States 
Office of Civilian Defense does not 
control the activities of local defense 
councils ... in the case of New York 
City the responsibility for the activ- 
ities of the local defense council 
rests with Mayor LaGuardia.” 

Similar instances in which vari- 
ous types of extraneous activities 
have been conducted under the ban- 
ner of the local civilian defense 
offices have been fairly numerous, 
and have resulted in demands that 
the operation of this far-flung or- 
ganization be centralized and stan- 
dardized so that its work may be 
circumscribed within reasonable 
limits. No indication of such action 
has as yet been given. 


CHARGES PROPAGANDA 

Washington, D. C., May 6.—In his 
syndicated column, David Lawrence 
this week charged that political 
propaganda has at last invaded the 
public school system and that “with 
the sponsorship and encouragement 
of various agencies of the govern- 
ment certain New Dealers and radi- 
cal-minded educators have together 
put something over on the National 
Education Association.” 


Mr. Lawrence’s outburst was 
occasioned by “My Part in This War 
—Helping on the Home Front,” a 
96-page volume designed for use in 
schoolrooms, and published by the 
National Association of Secondary 
School Principals, which is a de- 
partment of the National Education 
Association. 

According to Mr. Lawrence, “along 
with some well presented useful 
information, there is an adroitness 
of phrase and clever camouflage to 
cover up certain definitely preju- 
diced views on controversial sub- 
jects” in this volume. 

Among these Mr. Lawrence lists 
the assertion that press and radio, 
in their treatment of information, 
are under the “divided influence of 
the government, the public audi- 
ence, the advertisers and the own- 
ers, with the owners having the 
final word;” and that grade labeling 
of canned goods is to be put into 
effect by the government this year, 
and should be given public support. 

The book reveals. that the final 
manuscript was written by Marcus 
Rosenblum of the OPA and Dr. 
Fred T. Wilhelms, assistant director 


Brand Names Get 
Break in Latest 


OPA Price Scheme 


Plans New "Market 
Basket Top Prices" 
Program 


Washington, D. C., May 6.—Be- 
ginning next Sunday, the enforce- 
ment of price control will take a 
new twist and brand names will 
take on a new significance in price 
control. 

Called the “Market Basket Top 
Prices Program,” the new plan 
calls for specific dollars-and-cents 
prices on all essential items which 
go into the public market basket 
and the prices will be set, and pub- 
lished, by brands. 

The brands selected will be the 


of the Consumer Education Study. |three dominant brands, national, 


EAT 


“AB 


WELL THOUGH RATIONED 


IS THE THEME OF 


WITH WHICH IS COMBINED 


COOKING and SUBSTITUTIONS! 


, WARTIME 
CANNING” 


ABC’ canine 


WITH WHICH 11 Comsi~nes 


IMPRINT HERE 


EVERY COOKING 
PRINTED 


Help the American housewife. She 


the sponsor of the book. T 
newspapers . . 


book. 


148 LAFAYETTE 


are no priorities for Mrs. Smith or Mrs. Jones! She thinks she has to get along on RATIONED items. This book teaches 
her otherwise and how to can the produce from her Victory Garden. 


Every cook book is outmoded unless it was written AFTER meat and fat rationing began. The author of this new vol- 
ume in our "ABC" series is Home Economics Editor of one of the nation's greatest papers. In large quantities, the book 
can be “in the mail for a dime”. In small quantities, the price is still low enough to permit its use by large or small 
companies; for personnel and employe good-will building by the former, and as a premium by both. 


Ample space has been left on the front cover for imprinting the name and address of 


. its carefully thought out text and illustrations will comman 
home of every woman fortunate enough to be its proud possessor . . 
good-will to the manufacturer or retailer distributing it. Ask us how YOU can use this 


SAMPLES FREE TO RATED, COMPANIES—OTHERS SEND 25c 


VITAL PUBLICATIONS : 


This is a book that America really needs. In this crucial period, home- 
makers . . . housewives everywhere . . . know that THEIR KITCHEN IS 
THEIR FORTRESS. Josephine Gibson, recognized nutrition expert, has been 
in constant touch with government officials since the days when food short- 
age first arose. She planned the “ABC OF WARTIME CANNING" with 
only one purpose in mind .. . to help the women of this country keep their 
families going. Besides 18 pages of canning information (which includes 
priceless recipes for preserving) Miss Gibson has included menus and 
recipes for low cost meals, thrifty menus, meatless meals, substitutes for 
sugar, butter, and fats. All these points and more are covered in this 32 
page and 4 page cover book, or 36 pages in all. Cover is printed in 4 at- 
tractive colors! 

The space here is much too short to describe in detail all that this book 
teaches about WARTIME CANNING AND COOKING .. . the contents 
give tried, true, and proven successful methods of modern canning pro- 
cedure and cooking. Every frill has been eliminated from the book... 
into its pages are crammed experiences of generations . . . yet set in easy 
to read type specially selected for legibility the facts given are quickly 
understood. This is a book with a purpose ... that of providing FREEDOM 
FROM WANT .. . and wise advertisers will use it! 


AND CANNING BOOK 
BEFORE APRIL 1943 IS OBSOLETE! 


has to feed her family BETTER on LESS than she had before the war started. There 


he “ABC of WARTIME CANNING" is as pow | as your daily 


a place in the 
. bringing lasting 


BOOK DIVISION OF 
@ WM. C. POPPER & CO. 


ST. « NEW YORK « “Since 1893” 


Important: We have a 


only. Publishers, Circulation Managers, Editors are invited to ask for de- 
tails. The nation's finest papers, large and small, are just starting their 
campaigns with this book! 


special edition for newspapers and publications 


First reports of sales are startling. 


regional or local, sold in the area. 
Prices for these items will be pub- 
lished regularly in such form that 


and use the list when she shops. 

Marking a new tack for the Office 
of Price Administration, the plan 
entails these new facets: Only 
essential items will have a top price, 
and “carriage trade” items like 
pickled black walnuts and mara- 
schino cherries are not affected; the 
market basket price is the highest 
price any store in the area may 
charge—large volume stores, where 
prices are regularly lower, must 
continue the lower prices as re- 
quired by existing regulations; mar- 
ket basket prices will be published 
regularly for use while shopping; 
all stores must mark the selling 
prices on all items in the list either 
on the package, shelf or tray; the 
consumer is expected to be a “po- 
liceman,” although OPA will use 
250 investigators to enforce price 
ceilings in large volume stores 
which come under the market bas- 
ket top. 


May End Black Markets 


This program, while technically 
part of the hold-the-line and roll- 
it-back-where-possible strategy, has 
another advantage. If used cor- 
rectly by consumers, it sounds the 
death knell for black markets. At 
least in goods of the “essential” 
category. 

About 150 cities will have the top 
price setup next week; in two 
months, every good store in the 
country will be operating under the 
system. 

Aside from the purely merchan- 
dising significance of selecting 
brands as a method of price identi- 
fication and control, it is probable 
that the move showers some light 
on OPA’s stand on grade labeling. 
The switch from grades to brands 
for identification seems to indicate 
that the integrity of food processors 
and their products ranks higher in 
OPA esteem than heretofore. There 
were reports here this week that a 
compromise had been reached be- 
tween processors and OPA, under 
which products would be graded 
but labels would not carry the 
grades, but no confirmation of the 
plan was obtained. 


Senator Langer 
Defends Magazines 
Banned by P. O. 


Washington, D. C., May 4.—Mag- 
azines which have been banned 
from the mails at the order of Post- 
master General Frank Walker today 
had a strong defender, Sen. William 
Langer of North Dakota. 

In a critical speech on the Senate 
floor this week, Sen. Langer blasted 
the procedure of the Post Office De- 
partment in refusing to rule on 
questionable matter prior to publi- 
cation and for sitting as both 


the shopper may clip out the prices |; 
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SEEKS WORKERS 


you con get into vitol war work now 
fomily men con be fighting men ot Drove! 


erento: aeey = On te te 
ees teres wees oe ed 
eet PEAVO CORPORATION momne mame 


Dravo Corp., Pittsburgh shipbuilding 
firm, is using large display advertise. 
ments in local dailies to secure new 
workers. 


the Post Office ignored the Attorney 
General’s recommendation that “ob- 
scenity is largely a question of 
judgment which often may require 
a broad sociological expertness.” 


U.S. Rubber Will 
Air Philharmonic 
for Entire Year 


New York, May 6.—The United 

States Rubber Company will spon- 
sor a series of Sunday afternoon 
concerts, expected to run for the 
remainder of the year, featuring the 
New York Philharmonic-Symphony 
Orchestra beginning May 23 over 
118 stations of the Columbia Broad- 
casting System, from 3 to 4:30 p. m., 
EWT, it was learned here this week. 
A contract providing for a total 
of 52 concerts during the year was 
signed by U. S. Rubber and ap- 
proved by the Philharmonic’s board 
of directors, after a battle in which 
NBC’s Symphony Orchestra con- 
ducted by Arturo Toscanini was a 
leading contestant. 
Dr. Artur Bodzinski is expected 
to make his initial bow as the Phil- 
harmonic’s permanent conductor at 
the opening concert, and Carl van 
Doren, Pulitzer prize winner in 
biography, may function as the in- 
termission speaker. All of the 
weekly concerts will probably orig- 
inate from Carnegie Hall. 


Shulton Schedules 
Father's Day Campaign 
Shulton, Inc., New York, will ad- 


accuser and jury on applications of 
publishers for restoration of aad 
second-class mailing privilege. 

The North Dakota senator asked 
for an investigation of the methods 


dwelt particularly upon the criminal 
laws which govern the publication 
of lewd material, and declared that 
not one case had been brought into 
court. 


“Court and Jury” 


“On the other hand,” Sen. Langer 
continued, “the Postmaster General 
has contstituted himself the court 
and jury and this man, who is also 
the chairman of the Democratic 


|toiletries for 1943 Father’s Day in 


and policies of the department. He |p) 


Party, has said to a company which, 


other 52 are in the mails, but over 


the sword of Damocles. . . Certainly 
neither the Postmaster General nor 
any other man should have the 


authority to intimidate, scare and 


threaten the entire publishing in-| 


dustry of the United States. . . If the 
Post Office Department can bar a 


magazine, it can bar a book or a| 
|newspaper.. . 


” 


Sen. Langer also introduced a 
number of newspaper editorials 
concerning the banning of the 
Police Gazette from the mails. Al- 
though most of the editorials dealt 
at least in part with the burlesque 
biographies and the unclad art 
which distinguished the old national 
organ of the barbershop, they 
pointed out that censorship of con- 
tent was difficult and might easily 
be abused. The American Civil 
Liberties Union has contended that 


for instance, has as many as 54] 
magazines, ‘I have barred two.’ The | 


the heads of the publishers hangs | 


vertise its Early American Old Spice 


113 newspapers in 100 cities, with 
insertions appearing about two 
weeks prior to June 20. 

The complete schedule calls tor 
ack and white insertions in 154 
dailies, 31 insertions in Sunday 
black and white, and 24 insertions in 
Sunday rotogravure sections. Wes- 
ley Associates, New York, handles 
the account. 


War requirements say, “Use less paper 


Judgment says, “Use better grades’ . 


COATED 


THE MARTIN CANTINE 
— SAUGERTIES, N.Y. 
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Are eee S I X E % .. + If The Inquirer dropped aa 


- - 7a CO its Sunday issue, some of its 
bon & S KE V E N S Sunday copy would run daily, 7 
upping The Inquirer’s six-day figures . . . But if a six-day J 


paper added a Sunday issue, some of its daily copy would 


run Sunday, and decrease the weekday \total! 


in .. « Days per week published—doesn’t make a medium. . . % 


+ 
= 
Pe 


vit ‘. 
two The days a paper delivers—does! i 


for . . . Philadelphia retailers have convinced themselves 
day the hard way, by using The Inquirer; depend on it to 
les- deliver most of their advertising to the most prospects— 


because The Inquirer delivers every day. 


A ..« And The Inquirer’s four million line lead over 
the second paper last year... and second place in linage 


among U. S. morning papers . . . wasn’t due to 


the seventh day—but to the extra sales power . 
which any advertiser can use at a 


profit, six days or seven! Per 
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Bankhead Submits 
Bill Asking Paid 
U. §. Advertising 


Heavy Opposition 
Expected; Weekly 
Papers Okay Plan 


Washington, D. C., May 6.—With 
comparatively little flourish, the 
Bankhead bill asking for paid 
Treasury advertising in newspapers 
was introduced this week. Changed 
in form, with several extensive 
guarantees for the integrity of the 
press added, the basic provisions of 
the bill appeared as had been ex- 
pected—$25,000,000 to $30,000,000 to 
be spent in newspapers, at least half 
in papers appearing less frequently 
than daily. 

The secretary of the Treasury, un- 
der terms of the bill, is directed to 
purchase each fiscal year not less 
than $25,000,000 nor more than $30,- 
000,000 worth of advertising space 
in newspapers. The advertising 
shall be divided equitably, the bill 
says, among newspapers of general 
circulation—“provided, that not less 
than one-half of the total amount 


made available during each fiscal 
year pursuant to this act shall be 
expended for the purchase of such 
advertising space in weekly, semi- 
weekly, tri-weekly and monthly 
newspapers.” 

Regulation of the expenditure will 
rest with the Treasury secretary, 
along with recognized publishers’ 
associations to be designated by him 
(“including one such association 
representing only daily newspapers, 
one representing only weekly news- 
papers, and one representing only 
newspaper advertising agencies.’’) 


Objects Are Stated 


The objects of the regulations: 
(A) secure best financial results for 
the United States; (B) completely 
safeguard the freedom of the press; 
(C) fairly allocate advertisements to 
individual newspapers; (D) prepare 
material for submission to news- 
papers as advertisements; (E) avoid 
interference in any manner with the 
independence of the newspaper or 
its responsibility in serving its read- 
ers; (F) keep the war finance cam- 
paign in all its phases as nonparti- 
san as possible; and (G) protect 
editors and publishers in their 
right to publish criticism of the poli- 
cies or conduct of the Secretary of 
the Treasury or of any other public 
official whenever they determine 
that such criticism is justified. 

Not only the Treasury is covered 
by the bill; with the approval of the 
secretary, the Department of Agri- 


culture, the War Food Administra- 
tion, the Office of Price Administra- 
tion and the War Manpower 
Commission may spend parts of the 
fund for advertising. 

The authority conferred by the 
bill terminates six months after the 
cessation of hostilities. 

The Bankhead bill brings Con- 
gress a problem—a problem fraught 
with political significance. The bill 
has been referred to the Senate 
committee on banking and currency 
if it ever emerges from committee, 
and pressure will be brought to keep 
it there, recording votes against the 
measure will call for much intestinal 
stamina on the part of legislators, 
since weekly newspapers possess 
strong political power. 


Weeklies Endorse Bill 


The bill has the blessing of at 
least two large weekly associations, 
and probably numerous state and 
regional associations will have en- 
dorsed it in the next fortnight. 

Opposition can be looked for from 
several sources: the influential 
newspapers, advertisers, government 
agencies and the Treasury. News- 
papers will oppose it on the grounds 
of government encroachment on the 
rights of a free press; advertisers 
will oppose it, perhaps, on the 
grounds that the use of paid adver- 
tising would foreshadow a change in 
the Treasury’s present attitude to- 
ward advertising; government agen- 
cies, particularly OWI, have con- 


news as The Toledo Blade 


DOUBLE VALUE: CIRCULATION PLUS READERSHIP. 
(1) CIRCULATION: Second largest circulation of all 


evening newspapers in the entire state of Ohio. 


(2) READERSHIP: Percentage of Advertising reader- 
ship in the Toledo Blade is higher than the 
median of all newspapers surveyed to date by 
The Advertising Research Foundation through 
its “Continuing Study of Newspaper Reading” 


IN TOLEDO A DOUBLE-VALUE NEWSPAPER 
COVERS A DOUBLE-VALUE MARKET 


The Newspaper 


(3) NEWS CONTENT: In 1942 only 7 evening news- 
papers in the United States published as much 


(Source upon request) 
4 
Care. 
DOUBLE 


VALUE 
MARKET 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


The Market 


DOUBLE VALUE: INDUSTRY PLUS AGRICULTURE. 


(1) INDUSTRY: 80,000 factory wage earners in 530 
manufacturing plants. Annual wages of factory 
workers increased 243% during the past three 
years. Major business indices so far this year 
show gains over 1942. 


(2) AGRICULTURE: The Toledo A. B. C. area is 
Ohio's ‘richest agricultural section. Its farm values 
are 37% higher than the state average. 


(3) BUYING INCOME: Lucas County (Toledo) leads 
all Ohio counties in effective buying income. 


sistently opposed paid advertising, | 
preferring the contributed advertis- | 
ing which has been used efficiently | 
to accomplish government objec- 
tives; the Treasury will oppose it 
partly because of reluctance to mix 
into a space-buying quarrel, partly 
because of the conviction of some 
Treasury officials that the purchase 
of advertising is a step toward cor- 
ruption of a free press; and because 
the sum is too small to do the job 
they’re getting done for them now. 


INDUSTRY VIEWS AD 
BILL WITH DISFAVOR 


New York, May 6.—A check of 
associations and advertising sources 
here today revealed that while no 
one is anxious to talk about the 
Bankhead bill for publication, there 
can be little doubt as to the attitude 
of the industry towards the meas- 
ure. 

Representatives of media, adver- 
tisers, and agencies alike deplored 
introduction of the measure, and 
implied that in their opinion it 
might cause great disservice to all 
advertising, but none would talk for 
publication. 

The American Newspaper Pub- 
lishers Association followed its cus- 
tomary procedure in notifying mem- 
bers of the terms of the bill, but 
refused to issue a formal statement. 
The association indicated that its 
position had already been made 
perfectly clear in the report of 
former president Walter M. Dear at 
the annual meeting late last month. 

In this report, Mr. Dear declared 
that government-financed advertis- 
ing “smacks of subsidy” and that 
any plan such as that imposed in 
the Bankhead bill [which had not 
been introduced at that time] might 
prove disastrous. 


Subsidy “Disastrous” 


“Some newspaper groups have 
publicly proclaimed approval of the 
idea,” he said, “and through over- 
enthusiasm or because of economic 
pressure have expressed advocacy 
on the ground that such expendi- 
ture, particularly in the case of 
small newspapers, would serve as 
a stopgap for the economic depres- 
sion which endangers the continua- 
tion of such publications. 

“While we have the deepest sym- 
pathy for any of our fellow publish- 
ers who may find the going difficult, 
and realize the value and impor- 
tance of the weekly press, we can- 
not subscribe to the wisdom of ac- 
cepting a subsidy. Such a program 
would prove disastrous. Under such 
circumstances, no longer could the 
American newspaper maintain its 
claim of a free and independent 
press.” 

Mr. Dear made it clear that he 
did not intend to close the door en- 
tirely to government-paid advertis- 
ing, but that restrictions and pro- 
visions such as those which are 
included in the Bankhead bill are 
dangerous to a free press. The value 
of advertising is just as great to the 
government as to the individual en- 
terprise, he said, but government 
paid advertising “must be safe- 
guarded from political interference 
and directed by independent adver- 
tising experts” in order to square 
with ANPA principles. 

Reports which were circulated at 
the time of the ANPA convention 
here, to the effect that introduction 
of any bill such as the Bankhead 
bill would bring outspoken opposi- 
tion from daily newspaper publish- 
ers, have convinced advertising in- 
terests that unless the bill is buried 
in committee it will be the subject 
of extraordinarily virile attacks 
when it is brought up for discussion. 


Mel Smith Retires as 
Curtis’ Boston Manager 


Melville H. Smith, who has been 
associated with Curtis Publishing 
Company for the past 39 years, has 
retired from the management of 
Curtis’ Boston office, but will con- 
tinue as an advertising consultant 
for the publisher in the New Eng- 
land area. 

Ralph C. Ackerman, who has 
been in Curtis’ Boston office for 19 
years, will succeed Mr. Smith as 
manager. 


Super Market Institute 
Convention in N. Y. 


The seventh annual conference of 
Super Market Institute will be held 
in New York Sept. 19-22, 1943, at 
the Hotel Pennsylvania. 

One of the features of the con- 
ference will be the manufacturers’ 
products exhibits, in which the 
many wartime changes in manufac- 
tured and processed goods, as well 
as the development of new products 


_ ae ee 


HONORS CHAPLAIN 


‘BACK IN TIME FoR 


HAMMOND ORGAN 


. nit 


a 
An out-of-the-ordinary slant is developed 
in Hammond Instrument Co.'s 1943 cam- 
paign, which is centered around the 
chaplain and his good works in behalf 
of men in the fighting services. The 
schelule includes Newsweek, Extension 
and Christian Herald. George H. Hart- 
man Co., Chicago, is the agency. 


Coal Strike May 
Cause Blackout of 
Advertising Signs 


Washington, D. C., May 5.—Pend- 
ing settlement of the wage battle 
between coal mine operators and 
the United Mine Workers of Amer- 
ica, Harold L. Ickes, solid fuels ad- 
ministrator, has proposed a country- 
wide dimout to conserve coal 
which would snuff out advertising 
signs in addition to window dis- 


plays, street lights and _ theater 
marquees, it was revealed here 
today. 


In a letter to Donald M. Nelson, 
WPB chairman, Mr. Ickes suggested 
the dimout before the miners went 
back to work for 15 days. Mr. Nel- 
son, however, asked that the dim- 
out be reconsidered in view of re- 
newed negotiations in the mine 
dispute. 


Sponsors Contest 

The Women’s Advertising Club of 
Detroit is sponsoring a wartime 
advertising contest to determine 
how the many kinds of wartime 
advertising being used today are 
helpful in the daily lives of con- 
sumers in meeting the problems 
brought about by wartime living 
conditions. A letter of 200 words 
or less is required for entry. The 
contest closes at noon, May 30. 
Prizes totaling $1,000 in war bonds 
will be awarded. 


- They’re Young 

| Published by GIRL SCOUTS 

( #55 E. 44th Se., New York 
Member of 

} THE YOUTH GROUP 
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to meet wartime limitations and 
needs, will be displayed. 


200,000 ABC! 
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) strong and secure... 
a And now, for the first time, advertisers can help put new strength into the backbone of the 
“the 
ne home front, through sponsored theatre distribution of the only motion-picture advertising cam- 
Mark 
at paign approved by the Office of Civilian Defense. 
; At the same time, the sponsor's identity with the business of winning the war can be projected 
os into millions of American homes, where all community organization for security begins. 
dattle 

and 
—= Wire collect today for representative to call and prove how effectively and inexpensively this 
ntry- 

coal 
- two-fold result—plus its post-war value—can be obtained. To see films, please indicate desire for 
nee 
aad screening. ae 
‘ested " - , ; 
went ° a 
prog Campaign Facts > Can reach potential weekly audience of 80,000,000, by sight, r > 
f re- 

ie sound, action in ONE medium. 2) Provides 12-month schedule of 26 subjects—one screened 
ub every other week at every performance during week. 3) Can be sponsored nationally, 
, sectionally, locally—sponsor selects communities, theatres—sponsor's message ends each i 
blems 
—_ subject. 4) No production cost—low distribution rates cover everything. Descriptive litera- 

The 

30. 
bonds ture available on request. 


Other Government Campaigns Ready for Sponsorship 
WAR SAVINGS ® RATIONING 


"The National Network of Theatre Communication" 


TRADE MARK REGISTERED 


INTERNATIONAL BLDG. +- WASHINGTON, D. C. 


DISTRIBUTED—In Southern, Atlantic and New England States by Motion Picture 

Advertising Service Co., Inc., New Orleans, Louisiana. In Northern, Mid-Western 

and Western States by United Film Ad Service, Inc., Kansas City, Missouri. 
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Study Shows Local 
Agent is Key to 


Insurance Sales 


33% Don't Know 
Names on Non-Life 


Policies They Hold 


New York, May 5.—The general 
insurance business 
honest and efficient by approxi- 
mately two-thirds of the American 
people, and the remaining one-third 
regard it as no better or no worse 
than any other business, according 
to a national public opinion survey 
conducted for the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, by Industrial 
Surveys Corporation and released 
here today at the spring meeting of 
the Insurance Advertising Associa- 
tion. 

Nearly 84% of those interviewed 
look upon the local agent as the best 
source of insurance service, 97% of 
the policyholders regard his serv- 
ice as satisfactory, and 56% leave 
the selection of the insuring com- 
pany to the discretion of the agent. 


is regarded as| 


Fully a third of the policyholders 
have trouble remembering the 
names of the companies in which 
they are insured. 

The study, which covered every 
phase of insurance except life, was 
based on 23 questions framed by a 
committee of insurance advertising 
and public relations managers. Ac- 
curacy of the poll, taken both by 
mail and street interviews, was 
double-checked in one midwestern 
city where a second company was 
employed to ask the identical ques- 
tions. Results of this second sample 
coincided with the original query, 
varying less than 1%. 


Public Support Shown 


| Among other things, the survey 
fete that the public still over- 
whelmingly supports the American 
| system of private enterprise. About 
| 98% of the people interviewed as- 
serted that insurance companies are 
entitled to a profit, although the 
amount varied surprisingly, with the 
majority setting it in the neighbor- 
hood of 10%. This figure is con- 
siderably above actual profits of 
general insurance companies. 

On the other hand, about 75% of 
the people indicated that local 
agents and brokers are entitled to 
commissions running from 10% to 
29%, although others question com- 
missions running as high as 50%. 

In answer to the question, “Where 
do you think you could obtain the 
best general insurance service— 


local agent or broker, mail to in- 
surance companies, insurance com- 
pany employes, at stores or at 
banks?” no less than 83.5% sup- 
ported the local agent or broker. 
Mail to insurance companies netted 
9.8%; insurance company employes, 
5.7%; at stores, 1.7% and at 
banks, .01%. 

Surprisingly enough, only 45% of 
the people claim to specify their 
own preference for a company when 
buying insurance, the remaining 
55% placing selection in the agents’ 
or brokers’ hands. Although 45.1% 
patronize an agent or broker be- 
cause of his good service, 36.4% do 
business with him because of the 
companies he represents. Other rea- 
sons mentioned included personal 
friendships, the agent’s standing in 
the community and business reci- 
procity. Unless a _ potential cus- 
tomer is convinced he needs insur- 
ance, the agent does not have the 
selling power to close the deal, ac- 
cording to the majority of those in- 
terviewed. 


Satisfield With Agents 


Almost all 96.9% were satisfied 
with the services of their agent or 
broker. Slightly more than 19% de- 
clared their agent furnished them 
with written statements of their in- 
surance needs, but 69.2% said their 
agent had failed in this respect. 
Over 40% expressed a desire to 
have such a statement, about 49% 
would not, and 11% were insuffi- 


**That announcer 


BETTER VOICES FOR SALE! 


makes $20,000 per!’ 


Add perhaps 2° of extra “stuff” to the voice of any average 


staff announcer, and you immediately have a product almost 


without price. 


Here at Wright-Sonovox our staff articulators can speak in 


any “voice” you wish 


from the hum of a mosquito to the 


ethereal voice of a Stradivarius! 


Give your imagination a work-out. 


What account do you 


have where the very product itself suggests a sound that might 


be made to speak a more 


effective commercial—in words? 


What product so powerful that it almost requires a voice of 


unutterable depth and force? 


exquisite 


What product so delicate or 


that it calls for a voice of silver and crystal? 


Sonovox is a new and basic means of giving added dimensions 


to words. 


the proper place, as a matter of course. 


the pioneers at the 


always accrue to the foresighted. 


right are 


Ten years from now you will be using Sonovox, in 


But in the meantime. 
cashing the extra dividends that 


Why don't you join them? 


SONOVOX PIONEERS 


Inc. (Wayne Feeds) 
‘Wade, Inc. 


Allied Mills, 
Louis E. 


*American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 


American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann Erickson, Inc. 


Bismarck Hotel 
Smith, Benson & McClure, Inc. 


Buick Motors Division, General 
Motors Corp. 
Arthur Kudner, Inc. 


Chicago, Milwaukee, St. 
Pacific R. R. 
Roche, Williams & Cunnyng- 
ham, Inc. 


Chick Bed Company 
(Chick Bed Litter) 
The W. D. Lyon Co. 


Colgate-Palmolive Peet Company 
(Vel, Palmolive) 
Ward Wheelock Co. 


Oelowera, Lackawanna & Western 
Coal Co. 
Ruthrauff & Ryan, Inc. 


Walt Disney Productions 


Emerson Drug Company 
(Bromo-Seltzer) 
Ruthrauff & Ryan, Inc. 


gnaw 7 eigen arewen 
ompan igenspan an 
Dobler P a Beers and Ales) 


Feltman-Curme Shoes a 
Russell C. Comer Advertising 
Company 


Forum Cafeterias of America 
R. J. Potts-Calkins & Holden, 


Inc. 


Griesedieck-Western Brewery Co. 
(Stag Beer) 
Maxon, Inc. 


Grocery Store Products Sales Co., 
Inc. lrould’s Macaroni Products) 
Campbell-Ewald Co., Inc. 


Chr. Hansen Laboratory, Inc. 
(Junket Quick Fudge Mix) 
Mitchel Faust Advertising 
Company 


Andrew Jergens Co. 
(Woodbury's pemees 
Lennen & Mitchell, Inc 


Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 


National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 


Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American Coffee Bureau 
Buchanan & Co., Inc. 


Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 
{in all broadcasts) 


Shell Oil Company, Inc. 
Walter Thompson Co. 


WRIGHT-SONOVOX, | SR Bi di 


“Talking and Singing Sound” 


CHICAGO 


FREE & PETERS, INC. Exclusive National Representatives 


taa7 Pa 


rh Ave SAN FRANCISCO: 
Serter 4455 


NEW YORK 


Satter 


HOLLYWOOD 


HOLLYWOOD: 
Gladstone 4949 Main $6 


Universal Pictures Company, Inc. 
(“Larceny With Music") 


Warner Brothers Pictures, Inc. 
(Thank Your Lucky Stars) 


Velie-Ryan, Inc. (Nesbitt's 
California Orange Drink) 
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ciently interested to respond to the 
question. 

Slightly above 76% are aware 
that insurance companies maintain 
substantial resources to pay claims 
and catastrophe losses and meet 
legal requirements, while 15.6% feel 
the purpose is to increase profits. 
Changes in insurance rates appar- 
ently bewilder the public, and al- 
most equal numbers feel that they 
have been increased, decreased or 
remained fairly steady. 

Alluding to the above subject, 
many respondents cited “the in- 
clination of insurance companies to 
pay many minor and unjustified 
claims to prevent incurring court 
costs in fighting these small claims.” 
The war, financing problems and 
fire and accident prevention meas- 
ures were advanced as other reasons 
regulating general insurance rates. 

Fully 75.7% of the people wish 
their insurance placed with a com- 
pany whose financial condition is 
secure, and the next most impor- 
tant thing in chosing an insurance 
company is the firm’s record of pay- 
ing losses. Apparently price of the 
insurance is of relative unimpor- 
tance compared with financial sta- 
bility and good loss payment records. 
Age of the company also is a domi- 
nant factor. 

Speakers at the conference in- 
cluded Burton Bigelow, Burton 
Bigelow Organization, New York, 
who addressed the group on “The 
Promotion Man’s Place in the Post- 
war World,’ Charles Manfred 
Thompson, professor of economics, 
University of Illinois, who discussed 
“Getting Back to Fundamentals,” 
and Wade Fetzer Jr., vice-presi- 
dent, W. A. Alexander & Co., Chi- 
cago, whose speech was titled, 
“Make No Little Plans.” 


Sales, Ad Chiefs 
Schedule One-Day 
Session in Toronto 


Toronto, May 5.—A one-day, 
streamlined advertising and _ sales 
conference on “Questions of the 
Day,” with members of 25 United 
States and Canadian advertising, 
sales and allied organizations tak- 
ing part, will be held at the Royal 
York Hotel here Friday, May 14, 
under joint auspices of the Adver- 
tising & Sales Club of Toronto and 
the International Affiliation of Sales 
& Advertising Clubs. 

Six brief “Information Please” 
panels, a luncheon, and the Toronto 
club’s annual dinner, are the prin- 
cipal features on the program. Sub- 
jects chosen for these panels are the 
crafts, publications, advertisers, 
broadcasting, posters and war serv- 
ices. 

Represented on these panels and 
otherwise participating in the con- 
ference will be the Association of 
Canadian Advertisers, Canadian 
Broadcasting Corporation, Canadian 
Association of Advertising Agencies, 
Canadian Daily Newspapers Asso- 
ciation, Canadian Association of 
Broadcasters, National Industrial 
Advertisers Association, Canadian 
National Newspapers and Periodi- 
cals Association, Poster Advertising 
Association of Canada, Class A 
Weeklies of Canada, Broadcast Sales 
Club, and various city groups. 

The business meeting of execu- 
tives and representatives of all at- 
tending clubs will be held Thursday, 
one day in advance of the confer- 
ence. 

In the absence of an international 
convention this year, a war confer- 
ence for all U. S. members of the 


| affiliation will be held Tuesday, May 


18, at the Roosevelt Hotel, Pitts- 


| burgh. 


Noyes Names 


Board to Protect 


| Noyes, 


Newspaper Rights 


New York, May 6.—Linwood I. 
Daily Globe, Ironwood, 
Mich., president of the American 
Newspaper Publishers 
today named the committee which 
will act to protect the right of news- 
papers to gather and disseminate 
information to the public, as 
authorized by a resolution adopted 
at ANPA’s annual convention last 
April. 
Members of 
clude: Howard Davis, 
Herald Tribune; Roy Roberts, Kan- 
sas City Star, and president of the 
American Society of Newspaper 
Editors; Chas. P. Manship, State- 
Times and Advocate, 
La.; Wm. Dwight, Holyoke Trans- 
cript-Telegram; and JS Gray, 
ning News, Monroe, Mich. 


New York 


Eve- 


Association, | 


the committee in-| 


Baton Rouge, | 


— 


FIFTH FREEDOM 


Hi... te drill an 
@il well for *222! 


CNTON OFL COMPANY 


Union Oil Co. of California rT 
its new institutional series to a discussion 
of the functions of American business. 
The campaign is scheduled for news. 
papers of five western states, The New 
Yorker and United States News. Foote. 
Cone & Belding is the agency. 


New Union Oil 
Series Sells 


Free Enterprise 


Los Angeles, May 5.—Union Oj] 
Company of California has launched 
an institutional campaign in west- 
ern newspapers and two national! 
magazines pointing up the impor- 
tance of preserving free enterprise 
The campaign will appear in dailies 
in five western states, The New 
Yorker and United States News, 
Advertisements will appear every 
three weeks for an indefinite period 

Full page in size, each advertise- 
ment relates a story about Union 
Oil Company in pictorial form, 
graphically demonstrating the fact 
that big business is in reality a 
“pooling of money and the talents 
of a lot of people under a legal 
agreement known as a corporation.” 
This system, the free enterprise sys- 
tem of government, the copy points 
out, has enabled America to achieve 
the highest standard of living and 
the greatest war production in the 
world. 

The advertisements include exact 
figures as to stockholders, amount 
of dividends, profits, etc., to show 
that many individuals share in the 
profits of the company. 

Foote, Cone & Belding, Los An- 
geles, handles the account. 


Paper Makers Consider 
Projected Campaign 


Paper manufacturing _ interests 
will lay plans for a projected cam- 
paign to alleviate pulpwood short- 
jages through encouragement of 
| wood cutting on farms, at a meet- 
jing to be held in New York this 
week. 

Slight additional cutting of farm 
wood land would materially relieve 
| the pulp situation, it is contended. 
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The BIG THREE in Wartime Expansion! 


DETROIT 
WASHINGTON, D. C. 
MILWAURKREE...... 


a 


= = « «= as Among the twenty-five largest metropolitan areas in the 
nation, only Detroit and Washington, D. C., topped Mil- 
waukee’s gain of 11.3% from April, 1940, to May, 1942, ac- 
cording to the latest estimate by the Bureau of the Census. 
The estimate for Milwaukee was 853,223, or a gain of 
86,454, which is comparable to a city such as Schenectady. 


Population .. 


The Milwaukee-Wisconsin area received new, direct gov- 
ernment contracts exceeding $900,000,000 in the five 
months ending February 28. Total contracts, including sub- 
contracts, now exceed $6,000,000,000. Factory wage earner 
pay rolls in Wisconsin are $15,000,000 weekly—more than 
$8,500,000 weekly in Milwaukee county alone. UP 300% 
in three years! 


7 


Sales Management ratings of retail activity—‘High Spot 
Cities’ —showed Milwaukee leading all cities in its class— 
500,000 or over—in May as in most every month of the past 
year. The Regional Trade Barometer of Dun’s Review sa 
(April) places Milwaukee’s trade activity index at 163.0, 
far above all other cities in its class except Detroit (166.5). 


GENUINE ONE-PAPER COVERAGE — Not 60%, not 70%, but 
mdre than 90%, that’s the family coverage The Milwaukee Journal 
gives you in this big war-booming market. In no other city of 
equal or greater size does one newspaper do the job so thoroughly. 
The Journal’s daily circulation of 287,449 also provides a larger 
audience than any one daily newspaper in Cleveland, Washington, 
Baltimore, St. Louis, Pittsburgh, Los Angeles or San Francisco. 


WARTIME BUYING — The Milwaukee Journal Wartime Consumer Analysis 
offers 105 pages of new, 1943 information on changes in buying and living 
habits, the trend of brand preference, dealer distribution and other data of 
value to sales and advertising executives. 


THE MILWAUKEE JOURNAL 
> _\[ FIRST BY MERIT]e< 
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approach is a creative process deal-|Mr. Hobart cautioned against too| peace, he suggested one should start HONOR ROLL is 
ostwar rd ems ing with new products, new indus-| much reliance on this factor in the| with points four and five, and in a 


Up fo Industry, 
Clinic Is Told 


Government Can't 
Do Job, Eastern 
Executives Agree 


By RALPH O. McGRAW 

Springfield, Mass., May 4.—Only 
individual enterprise can satisfac- 
torily solve the postwar problems 
of business and industry, primarily 
those of assuring employment and 
the utilization of manufacturing 
plant capacity, it was emphasized 
here yesterday at a clinic on post- 
war problems sponsored by William 
B. Remington, head of the local 
advertising agency bearing his 
name. Some 200 business execu- 
tives from New England and the 
Atlantic seaboard took part in the 
conference. 

The reason government cannot do 
the postwar job for industry is that 
the government approach to such 
an economic problem is a leveling 
process and does not create ex- 
panded and new markets, it was 
pointed out, whereas the business 


tries, new employment, 
markets. 

Donald M. Hobart, manager of 
commercial research, Curtis Pub- 
lishing Company, acted as moder- 
ator of the afternoon session which 
also listened to William J. Moll, 
field director, U. S. Chamber of 
Commerce; and Francesco Collura, 
president, Designers for Industry, 
Inc. Mr. Remington was toastmas- 
ter of the evening session and pre- 
sented Henry P. Kendall, president, 
Kendall Company, and _ regional 
chairman of the Committee for 
Economic Development; William J. 
Doyle, president, Massachusetts 
State Federation of Labor; and John 
H. Van Deventer, president and edi- 
tor, The Iron Age. 


Cites Four Periods 


Mr. Hobart, who prefers the term 
postwar preparation, analyzed the 
activity as the same _ thoughtful 
planning work every progressive 
company does under ordinary cir- 
cumstances. On the basis of past 
experience, however, the work 
should take into consideration four 
definite periods which have been 
observed to follow every war. These 
he enumerated as the period of 
hesitancy, the replacement boom, 
the financial collapse, and the period 
of prosperity. 

Although much attention is being 
directed to the influence new prod- 
ucts will have in the postwar world, 


and new 


period immediately after the war. 
He quoted a survey by the Depart- 
ment of Commerce which found 
that 80% of companies are still 
employed in making their old prod- 
ucts; 10% on war goods, primarily, 
and another 10% on products new 
to them, such as aircraft. 

One of the first things to do in 
postwar preparation work, Mr. 
Hobart advised, is to study the com- 
pany’s productive facilities and ca- 
pacity as to what it may be in a 
position to produce, both old and 
new. Market research in the proc- 
ess of postwar planning, he said, 
should include a study of the de- 
mand for old and new products, 
prices at which they would be in 
demand, and methods to be used to 
influence buying action. A measure 
of a manufacturer’s brand position 
in the market and the public atti- 
tude toward the product and the 
company by income levels, will 
indicate the amount and kind of 
advertising and promotion needed 
to motivate active buying. 

Five Factors Listed 

Mr. Moll gave five factors to be 
considered in postwar planning: 
(1) greater plant capacity; (2) 
greater raw materials supplies; (3) 
greater supply of skilled workers; 
(4) greater pentup demand; and 
(5) savings. In considering the 
consumer buying intent for the first 
six months after the coming of 


OWAILT DISNEY PRODUCTIONS 


epitome of any young boy’s hero. . 


This grimly humorous insignia represents one of the most exciting units 
of America’s fighting services . 
of the morning mists, or the blackness of the midnight hour, these swift | lished to the working man at the 
and deadly MTB’s have played havoc with the pride and joy of Tojo’s 
navy. And the men who run these greyhounds of destruction are the said, must be wiped out if labor is 
. tough, and smart, and daring. The | 
brilliant exploits of these boats and their crews will require a lengthy 


_ ai Sy chapter when the full story of this war is finally written. 


| 


OFFICIAL U. S. NAVY PHOTOGRAPH 


For more than 18 years, WTIC has served the people of Southern New England 
faithfully and well. During that time, WTIC has established . . . and adhered 


to... an unusually high standard for both informative and entertainment 
programs. The resulting listener-loyalty, combined with the fact that family 
income and radio ownership here are far above the national average, means 
that your advertising message over WTIC’s facilities is more than an invita- 


tion to sales . 


continue to remind you that 


THERE’S NOT ANOTHER LIKE IT! 


. . it is a direct and immediate creator of them. That is why we 


number of pilot surveys attempt to 
determine what consumers own in 
the line of products, what the prob- 
able point of breakdown might be, 
what they desire most in the prod- 
uct line, and what money is avail- 
able for immediate buying. In this 
connection, Mr. Moll referred to the 
Chamber’s survey of postwar buy- 
ing intentions which indicated that 
only 25% of the people want to buy 
types of products they have not had 
before. Fifty-three per cent of fam- 
ilies believe they would purchase 
one or more major articles within 
six months after the war if peace 
comes soon. There would be a 
$2,331,000,000 market for family 
automobiles; $860,000,000 market 
for household appliances; a $709,- 
905,000 market for home furnishing; 
a $5,000,000,000 postwar home build- 
ing program in addition to $6,000,- 
000,000 for improvement of existing 
home and farm properties. 

Whereas product design hereto- 
fore has concerned itself chiefly 
with the factor of appearance be- 
cause of management’s hesitation to 
change products as to function, Mr. 
Collura foresees a new era of rede- 
sign along functional lines. Simpli- 
fication of design and reduction in 
lines of products also may be ex- 
pected. In addition to prefabricated 
houses which will become more 
common after the war, some of the 
new things to be expected include 
changes in printing with full color 
available through new photographic 
processes, electronics will improve 
sound reproduction, and due to 
|lower costs developed during the 
| war, aluminum ships, freight cars, 
and bridges may be expected. In 
|general, materials will be selected 
with an eye to efficiency and lower 
costs, he predicted. 


Gives Labor’s Views 


From the viewpoint of labor, as 
interpreted by Mr. Doyle, the first 
goal of postwar planning should be 
a foundation for better living 
through provision for enough jobs 
and lasting jobs. If private indus- 
try is to go forward after the war 
it must develop a better sense of 
public welfare, he declared. Mr. 
Doyle advocated the elimination of 
| all wartime government agencies as 


. the Motor Torpedo Boats. Roaring out | 8°°" 88 Possible after the war and 


| asserted that credit must be reestab- 


war’s end if the buying wave that is 
|expected is to be realized. Fear, he 


| to be expected to spend its savings 
|for other than food and rent imme- 
| diately after the war. Mr. Doyle also 
made the point that if this country 
/is to maintain full employment, it 
must have customers in foreign 
|countries and be customers of them 
jas well. 

The postwar market will require 
|greater salesmen and greater pro- 
ductioneers, declared Mr. Van Dev- 
|enter, and a year or two years is 
not too long a period in which to 
|}use advertising and salesmen for 
postwar selling. Salesmen should 


es 


| The LAUNDRY INDUSTRY of CMC Aco 
Proudly Malls Their Employees Whe Heve Entered the Armee { 


| 
| 
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» 
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As a good-will gesture, the laundry in. 
dustry of Chicago last week sponsored 
this full-page newspaper copy publiciz. 
ing the honor roll of Chicago laundry 
employes now in the armed services, 


be used now to help customers get 
the most out of their products and 
equipment and to gather informa- 
tion which will help their compa- 
nies shift from wartime to peace- 
time operations. Market research 
of yesterday is of no value for to- 
morrow, he said, because markets 
have been scrambled by the war 
and there is no way to unscramble 
them. The situation calls for a 
new appraisal of markets, he em- 
phasized, because of the great mi- 
gration of workers and industry and 
the shift in income groups. 

Mr. Kendall outlined the struc- 
ture and purpose of the Committee 
for Economic Development and de- 
clared that sales managers must 
have the courage to go out and sell 
enough products to sustain Ameri- 
can industry and provide a high 
level of employment. Postwar prep- 
aration, he declared, must start with 
individual companies; the work of 
the CED can only point the way. 


Named Advertising 
Manager of ‘Ohio Farmer’ 


E. W. (Gene) Carlson has been 
appointed advertising manager of 
The Ohio Farmer, Cleveland, suc- 
ceeding C. V. Buchanan who has 
retired because of illness. Mr. Carl- 
son, who started with Capper Pub- 
lications in Topeka, has been a 
member of the advertising staff of 
The Ohio Farmer since 1936. 


Opens New Sales Office 

Effective June 1, Sylvania Electric 
Products will open a new sales office 
in the Lincoln-Liberty building, 
Philadelphia, which will be head- 
quarters for Garlan Morse, recently 
appointed manager of the Philadel- 
phia sales division, and a group of 
product sales representatives. 


STARTED 1933 


INDUSTRIAL EQUIPMENT NEWS 


What's Neu 


NBP—MEMBER—CCA 


IEN birthdays are important . 


recognized industrial publications. 


461 8th Avenue 


. . only for their indication of further 


specialized experience and facilities for keeping plant operating men 1” 
the larger plants in all industries posted each month on “What's New” 
in products and product informatien ... and... as an opportunity t 
sincerely thank more than 850 industrial advertisers for a patronag‘ 
which has, in only 10 years, made IEN an outstanding leader amongst 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 


MAY 1943 
BIRTHDAY 
NUMBER 
TEN! 


New York, N. Y- 
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Dr. Jacob C. Geiger, /(/ Grove Street, San 
Francisco, Calif. “Authentic, comprehensive 
TIME is of indispensable personal and pro- 
fessional value to me.” 
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*These key groups all vote Time “America’s most important magazine!” 
(Perhaps because each week Time does the most important job a 
magazine can do—and does it for America’s most important people.) 

EVIDENCE PREVIOUSLY SUBMITTED: 


Newspaper Editors * Corporation Officers and Directors * Radio Commentators 
People listed in “Who’s Who” + General Magazine Editors - Mayors 


College Presidents * Members of Congress » Newspaper Columnists 


EVIDENCE HEREWITH: Members of American Medical Association 


.. ee 
SRN acc yy. 


-_— e ~~ a —_———<———$3. $$$ 


DIAGNOSIS: “TIME is the most important magazine 


in America” vote U.S. Doctors 


Obviously U. S. medicos determine much of America’s buying. 


They influence the retail purchase of drugs and foods and health appli- 
ances by their personal patients—and the wholesale corporate purchase of 
sanitary and keep-well products for the personnel of American industry. 


So, recently, on a blind letterhead, the doctor-members of the American 
Medical Association were asked: ‘‘What do you consider the most important 
magazine published in the U.S. today?’’ They gave first laurels to Time, also ’ 
mentioning Reader’s Digest, Life, Satevepost, Collier’s and 22 others. aim 


TiME just nosed-out Reader’s Digest but registered three times as many votes 
as the best of the twenty-five other magazines. And a subsequent survey shows 
these doctors don’t just admire Time from a distance—they say they like Time 
better than any other general magazine they read that carries advertising. 


* * * 


So another group of America’s most important people agrees with every 
other group polled*...every group (without even one exception) votes that 
TIME is America’s most important ad-bearing magazine. 


Logically —advertisements (into which you have put so much thought and 
care) should appear in a magazine given top rank and top attention by such top- 


TIME 


THE WEEKLY NEWSMAGAZINE 
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ADVERTISING AGE 


“Postwar Economy demands 


’ says C. Scott Fletcher, 


Field Director, Committee for Economic Development. 


; “If our free society is to be maintained, production must be 

| stepped up to new high levels to make millions of jobs available. 

| For, when the war ends our economy will lose a customer—the gov- 
ernment — for over half its output. Many of the ten millions in 
the armed services and nearly all of the millions in war work will 
insist on useful jobs with decent pay. 

“The very toughness of that assignment should make it crystal- 
clear that to meet it — individual enterprises must start postwar 
planning of products and markets...now. 

“The postwar economy of new, high level production which 
the Committee for Economic Development envisions must be 
based on the most enterprising advertising and marketing we have 
ever known— it must turn accumulated earnings of vast popu- 
lations into effective demand for goods. It means the thorough 

\, development of new mass, or Wage Earner, markets.” 


The Charles Simms family of Cleveland are 
| 100% in war work and buy Bonds regularly. 
They have been True Story readers for 15 years. 


Wage Earners are a completely 
individual part of America... 


They think differently, talk differently, live differently, 
| read differently than other groups. Editing to them calls 
7 for a specific technique . . . of understanding and knowing 
what and why particular stories and features appeal to 

them. 

Macfadden editors know these families... through 
constant research, personal interviews, thousands of 
letters each month. And it is this close, intimate rela- 

tionship and understanding between publisher and 
reader that has made Macfadden such a tremendously 
powerful influence on Wage Earners through the years. 


ae ee eee 


Numbered among the Macfadden Millions are the S. R. Dusenberrys of 


East Paterson, N. J. Mr. Dusenberry is a night worker at Eclipse Aviation. : a, 


Their home and 13-month-old Deborah are the Dusenberry’s chief interests. 
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thorough Development of Wage Earner Markets” x 


ot 


H. W. Roden, president of Harold H. Clapp, 
Inc., and Jack Rees, assistant to the president, 
discuss 1943 


lans for reaching Wage Earner 
Families with J. L. Mitchell, advertising manager 
of True Story, and H. G. Drake, Macfadden 
Promotion Director. Advertisers know that Mac- 
fadden representatives can talk with authority 


WAGE EARNERS 


WHITE COLLAR 
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1919 | WHITE WHITE 
1 COLLAR COLLAR 
1 MAGAZINE MAGAZINE 
AD DOLLARS ; AD DOLLARS 
INCOME $10) anions $103 MILLIONS 
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EARNER ; ame EARNER | : INCOME 
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; 23 aaa | wre AD DOLLARS | Si ff 
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TODAY’S CONDITIONS AND OUTLOOK SAY THIS SHOULD BE CHANGED! 


— but} 


on the subject of the vital Wage Earner market. 

More premium product advertisers are ‘‘draft- 
ing’’ Macfadden advertising pages this year 
than ever before. Old advertisers are increasing 
schedules. The Clapp company, for example, 
will spend with Macfadden in 1943, a fourth 
again what it spent in 1942! 


WAGE EARNERS WHITE COLLAR 
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True Story on Zhe Macfaddes 
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Wage Earners? 


One Unit= 


The 


* Of the approximately $103,000,000 spent in major magazines in 
1942, only $10,000,000 were spent in magazines primarily edited 
to Wage Earner families — Publishers’ Information Bureau. 


acfadden Millions 


EDITING SPECIFICALLY TO WAGE EARNERS 


reaches 21 out of every 100 urban U.S. families! 


¥. may be able to enter the Wage 
Earner market through other 
media—newspapers or radio, for ex- 
ample. But to really reach Wage Earners 
—to win and hold them as customers 
through the years—you need “maga- 
zine-type”’ influence. 

For magazine-type influence goes be- 
low the surface... penetrates the read- 
ers’ hearts and minds... builds customers 
in addition to merely making sales. 

In one big unit, under one rate struc- 
ture, the Macfadden Millions provides 
both commanding coverage of the Wage 
Earner market...and in addition the 
“eustomer-creating’’ power that is 
magazines’ alone. 

The Macfadden Millions has concen- 
trated on Wage Earners alone for 24 
years... just as other types of magazines 
have built friendships among other 


groups of people. 


Macfadden Millions is close to these 
families because in these magazines the 
readers find an understanding of their 
own special likes and dislikes, an in- 
sight into their problems. Thus they 
are “at home” in the magazines of the 
Macfadden Millions...they read them 
from cover to cover (the average story 
is read by 78% of the people who buy 
them). This is why advertisements too 
enjoy such a high degree of thorough 
readership. 

The Macfadden Millions offers you 
the surest, most effective, most eco- 
nomical way to really reach and influence 
Wage Earners. 10,020,000** families 
every month—the largest single slice 
of the vitally important Wage Earner 
market—ready and eager to hear what 
you have to say about your company 
and your product today, and about 
your plans for tomorrow. 


ADVERTISING DOLLAR 


than any of these other 
leading media! *** 


THE MACFADDEN MILLIONS 


590 


SERVICE MAGAZINES 
443 ration books per dollar 


WEEKLY MAGAZINES 
409 ration books per dollar 


GENERAL MONTHLY MAGAZINES 
482 ration books per dollar 


*“A complete breakdown of 
the above figures is available 
upon request. Call or write 
the nearest Macfadden office. 


MORE RATION BOOKS PER 


One unit — 


The MACFADDEN MILLIONS 


gives you: 


10,020,000** loyal. i 
families every eR sntecested 


2. The largest sing] slice 
powerful Wage ) hts 


3. 16 out of every 100 U.S. families. 
4. 21 of every 100 urban families. 
S. 24 out of ever ili 
y 100 f, 
the 97 markets an cae 
for 65% of retail sales. 
6. Coverage comparable to radio. 


7. Covera 
. ge comparabl 
newspapers. P e to local 


= 


8. Coverage that foll i 
; ows city-by- 
S y pores shifts with the Leow 
ue Dy issue ne t 
of any publisher. a 


9. Brand and package identity. 


10. The friendship of millions of 
age Earner families where 
Macfadden publications have 
been welcome friends for 24 years. 


**Tentative field surveys (now being checked by Macfadden Millions actually doubles befor: 
America’s largest research organization) indi- its usefulness ceases. With 5,010,000 average 
cate monthly magazines average to reach 2% net paid (as reported to A.B.C.) for the last 
homes per copy sold Discounting the % for four quarters, total families reached becomes 
Macfadden Millions possible interdupilication, 10,020,000 per month 
would mean that the net circulation of the 


REACHES 4/2 
THE WAGE EARNER 
MAGAZINE READING 

FAMILIES 


FOR 24 YEARS” 


THE WAGE EARNERS’ — 
FAVORITE MAGAZINES” 
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Evolution Versus Revolution 


One of the most interesting fea-| active in the building materials and 
tures of the nationwide survey of|equipment field heretofore are 
public opinion regarding heating|known to be working on products 
and plumbing equipment for the | and projects embracing new mate- 
postwar home undertaken by the / rials, new unit assemblies and other 


Crane Company, as reported in the|new designs which may be intro- | 


May 3 issue of ADVERTISING Ace, is|duced in such spectacular style as 
the conservative viewpoint which|to put the more conventional types 
has guided this leading manufac-|0of products on the defensive. Many 
turer in the development of new |0°f the big producers of war equip- 
designs for manufacture after the|™ment, such as Henry Kaiser, are 
war is over. |reported to be planning the produc- 

While it will undoubtedly follow | tion of new and radically different 
the trend of public opinion as re~| esigns for home construction. The 
vealed by answers to the 200,000 advocates of prefabrication, who in 
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"There's no hurry about my automobile radio. Any time before the next gasoline 
ration stamp is good will do.” 


me, 


ase Information 
for 
Advertisers 


The following documents may be 
'secured without charge from com. 
| panies sponsoring them, or through 
_ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


SIDE TO IT 


No. 2161. Nippon—America’s Most 
Dangerous Enemy. 


The New York Mirror has issued 
this brochure, reprinting a series of 
articles which have appeared in its 
columns, written by correspondents 
who have lived and worked among 
/the Japanese. Gathered together ip 
convenient form for closer study, 
'this material should help to dispe| 
considerable misinformation and 
‘misunderstanding about the mo- 
‘tives, strength and weaknesses of 
our enemy in the Pacific. 


'No.2162. Coloright Inks. 


The 11th folder in the color facts 
| series, issued by Eagle Printing Ink 
|Company, division of General 
| Printing Ink Corporation, contains 
|a check list and swatches of 18 
colors adapted to all forms of print- 
'ing. Part of the folder is devoted 
itadio Retailing Today ‘to Colorcues and a review of facts 

~ |and principles for printers and ad- 
| vertisers. 


|No. 2163. Readership Study Among 


Stay Away from 
—Our Telephones 

With poultry as scarce as the 
proverbial hen’s tooth, pity the poor 
meat merchant. He has to advertise 


Ad-libbing | 


questionnaires which have been sent 
out, it has indicated that it does not 
look for revolutionary develop- 
ments, but rather for continued im- 
provement and evolution of standard 
designs. The public, it believes, is 
unlikely to approve the use of 
ultra-radical equipment in its post- 
war homes. 

In this position, Crane Company 
is strongly supported by the busi- 
ness press in the building field and 
in the allied divisions of the con- 
struction industry. Editorial com- 
ment regarding the development of 
“the dream home of the future” has 
been to the effect that the industry 
will not be prepared to meet the 
expectations of the ublic, and that it 
is unwise to promote the suggestion 
that remarkable improvements in 
homes, at much lower cost than 
heretofore, may be looked forward 
to in the immediate postwar era. 

On the other hand, manufactur- 
ers who have not been especially 


Agency Men 


In the list of essential activities 
which the War Manpower Commis- 
sion has sent to draft boards, adver- 
tising agency work is not included. 
As a result there has been some 
pressure by draft boards on agency 
workers registered for selective 
service to get into essential occupa- 
tions if they expect to continue to 
have a deferred draft status 

Many advertising agencies are 
working closely with industries in 
war production or essential civilian 
supply, and to all intents and pur- 
poses are a part of their organiza 
tions in the preparation ‘of adver- 
tising, service literature, instruction 
books and many other types of pub- 
licity which are playing an impor- 
tant part in promoting war produc- 
tion or boosting civilian morale. It 
s difficult to see how men or women 
n their organizations could do work 
in line with their skill and experi- 
ence which would be of greater 


| general have failed to win the sup-|*t© ask people to stop pestering him, 
‘port of the building industry, are as witness this copy which appeared 

7 é in the April 29 issue of the Journal- 
aggressively planning the develop- 


Rx __ | Times, Racine, Wis. 
ment of this branch of the business The 70-line display advertisement 
on a wide scale. 


is headlined: “No More Jackson 
Much has been made of the fact | 1561 Telephone for the Duration,” 

that General Motors will offer 1942/ and continues: 

models of automobiles for delivery| “And—kindly do NOT call my 

immediately after the war, but of|son’s phone as he is a night War 


course this does not mean that a 
year later it will not be prepared to 
offer a few of the “dream models” 
which many star-gazers have pic- 
tured as certain to be characteristic 
of the automotive field in the not 
distant future. 

We may be sure that the usual 
battle between evolution and revo- 
lution will produce a compromise 
which will be based on public ap- 
proval and demand. As far as the 
individual manufacturer is _ con- 
cerned, the best advice seems to be 


gested: 

| Be not the first by whom the new is 
tried, 

1 Non yet the last to lay the old aside. 


and the Draft 


value to the war effort as a whole. 

Draft boards which use informa- 
tion from the WMC literally and 
which therefore assume that adver- 
tising work is not an _ essential 
activity should be reassured on this 
point by Washington, which has 
every reason to know the big and 
important part which advertising 
men and women have played in 
aiding the government to reach its 
many important objectives on the 
civilian front. 

In the meantime, however, it 
should be remembered that being 
in an essential industry is no bar to 
the draft; it merely means that time 
may be given to train replacements 
for men who are chosen for selec- 
tive ._service. But in advance of 
actual induction, there should be no 
pressure applied to divert essential 
advertising workers from the jobs 
they know best, and which are con- 
tributing directly to the war effort. 


that of Polonius, who sagely sug- | 


| Worker, needs daytime rest. 


| ing to sell there and won't have any 
| Chickens at the market till Decora- 
tion Day. Thank you!” 
This earnest appeal is signed: 
“Liebenow’s—since 1889—No 
| Thought of Ever Closing.” 


'Whale Meat, a la OWI 


“Whale meat,’ the OWI tells us 
|in an erudite release, “dark red and 
|tasting something like beef, will be 
‘available this year and will help 
round out the wartime diet.” 

This is good news, particularly 
|for those West Coast folks who are 
closer to the whale meat market 
than some of the rest of us, but 
OWI does not intend to let us off 
without giving us a quick brush-up 
course in whales, whaling, and, 
|}ergo, whale meat. 

“Whaling was for many years an 
important industry in this country,” 
we learn. But, “for nearly a cen- 
tury American whaling activities 
have been on the decline. . . Whale 
meat is eaten in many countries. 
During the last war it was eaten in 
the United States. . The whale, 
the largest of all animals, is a mam- 
mal and as such has warm red 
blood and produces living young... 
It has hair . . . and traces of limbs. 
What once were front legs have 
now evolved into fin-like paddles 
and the hind legs, although not 
present after birth, are clearly evi- 
dent in the foetal stage. 

“Whale flesh is wholesome when 
properly handled and does not have 
the fishy taste which makes seal 
meat unpalatable. Housewives will 
probably be glad to try it since no 
ration coupons will be necessary. 

“Whales were first utilized by 
Mediterranean peoples. . . Later the 
Basques became the leading whal- 
ers ... whaling became one of the 


“Also do NOT call the farm, noth- | 


Management Executives of the 
Central West. 


The Chicago Journal of Com- 
merce has issued this new business 
* Gy a o . publication readership study con- 
ee ae of this COUMSEY: . | ducted among presidents and gen- 
petees . 1 ete <r io the {eral managers of manufacturing 
” y ©' plants of the industrial area includ- 


moss important whaling state. mS _| ing Illinois, Iowa, Michigan, Minne- 
United States whaling interests | ota, Missouri and Wisconsin. The 


declined . . . petroleum took away! study reports on what business 


| the market for oil and lubricants 'executives read and what they read 
po the steel industry took away | in the Chicago Journal of Com- 
_the market for whalebone. . . | merce, and analyzes the area served 
| “Before the war whaling was 


|by this paper. 
carefully controlled over much of | , _ 


| the world by treaty and protocol. . .|No. 2164. Outdoor Advertising—a 
\In the United States, the whaling | Channel of Communication. 
treaty act is administered jointly by! Outdoor Advertising Incorporated 
the Secretary of the Interior and | has issued this booklet, which out- 
lines some of the war-effort cam- 
“Due to the war, most whaling|paigns, with illustrations of the 
figures are kept confidential.” | posters used. Numerous letters from 
: |government officials are shown, 
Jottings |which stress the importance of the 
An era of broadcasting for KSO|°Utdoor industry as a channel of 
_and KRNT, Des Moines, came to an | C°™munication. 
end recently when junkmen dis-|No, 2127. A Tale of 412 Cities. 
mantled an old 370-foot mast the 


stations formerly used. With a N€W |has released this booklet which is 
transmitter now in ope 


ration on the | * on 
he s d vol th t on 
other side of town, the auxiliary | * wie —preeclicegaee maine ge Aa: vate 


; |its all-county survey of daytime 
value of the old equipment was con- | preferences of radio listeners in 412 
sidered less than its wartime scrap | cities. 
value. In cooperation with WPB, 
60,000 feet of copper ground wire|No. 2152. A Collector’s Item for 
were torn up and put into service) Time buyers. 
elsewhere. The old tower yielded| Radio Station WOW, Omaha, has 
more than 25 tons of steel for Uncle| issued this brochure, which it has 
Sam... labeled the first mail map eve! 
The Shreveport Journal has dis-| issued which conforms to all stan- 
covered a ready and willing market | dards recommended by the Fou 
for “The Junior Shreveport Jour- | 4's, Radio Executives Club and the 
'nal,” first edition of which was| esearch and broadcast advertising 
issued the latter part of March. It divisions of the NAB. The new 
was an “Office Edition” limited to|°°Verée map is the result o! : 
members of the Journal family, in-| °°" $ study of mail received from! 


| WOW listeners in a 12-month perio¢ 
cluding all former employes now 


" h i Nov. 1, 1942. 
serving in the armed forces. The | T° 7 


second, “Home and Overseas Edi-|No. 2134. Announcing a 
tion,” has just come off the press, | Event. 
a sparkling four-page affair that the| The Chicago Sun has issued this 
| publication intends to follow up| brochure, which announces a new 
|'monthly for the duration. . . |woman’s page feature designed ‘° 
The exhibit hall, an outstanding|help parents solve wartime proD- 
|feature of any retailer convention, | lems in connection with child care. 
| will be taken directly into the na-| and gives the details of the promo 
'tion’s grocery stores next month. | tion campaign being put behind : 
| Since it has canceled its annual con- | three-times-a-week articles writ'et 
| vention, the National Association of |>Y Mary M. Aldrich which star 
| Retailer Grocers will send 50,000 | the March 14 issue of the Sun. 


members a “war exhibit” to be set|No. 2136. 199 Ways to Sell Creat'’ 
up in their stores. The exhibit will | Printing in Wartime. 


| | 
Many old customers are out of ‘© 


the Secretary of the Treasury... 


National Broadcasting Company 


Blessed 


\display the newest of wartime) 
|foods with the latest information| market for the duration, Oxford 
,on time, money and point savers. Paper Company points out in ' 

It’s designed to save free samples,| brochure, and lists numerous sé 
recipes, booklets and demonstra- | gestions for finding new prin’: 
tions. . . | business to replace the old. 
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Yes, The Chicago Sun is active! | 
Active in creating reader confidence. 
Active in stimulating reader response to its advertising | 
columns. 4 
In recognition of The Sun’s ability to move merchan- 
dise, Chicago’s six great department stores, who do the 
bulk of their business in the Loop, gave The Sun a 
twenty per cent increase in linage for the first quarter 
of this year—as against the same period last year. (Only 
one other Chicago paper—an evening publication— 
showed a department store linage gain. And it was less .— 
than half The Sun’s.) — 


Active merchants and manufacturers are using The 
Sun to reach hundreds of thousands of people who read 
this paper for its fresh, new, vigorous outlook, its 
policy of printing news without prejudice, and pre- 
senting views without malice. 


It means there’s a new newspaper situation in Chicago 
—and that 


You need The Sun in any newspaper combination to 
* cover Chicago completely, economically and efficiently. 


By using The Sun alone you can make a tremendous 
" impact against America’s No. 2 market with a relatively 
small expenditure. 


Buckingham Fountain—The million-dollar 
gift to Chicago of Miss Kate Buckingham. 
As costly a fountain as any in the world, 
the Buckingham is twice the size of the 
famous fountain of Versailles. 


oe 
= a 


CHICAGO'S MORNING TRUTHpaper 


THE BRANHAM COMPANY, National Representatives: 


\tlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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rs | ‘ i | 3 Ww being made to deter-| A E. Giegengack, public printe, 
rho a trotype plants| Electrotypers—who may be hit/|that tests were being eter-|A. 5. Kk, inter. 
a pec le gp Aigner pet ene hardest by widespread use of plastic| mine the extent to which plastics | expressed pride oe Se Seaces the 
0 0- ngravers problem the committee reports, by| printing plates—may now use no|could be used for curved plates ad — par ole ig vi rgd toes 
, Pe on ary pr 3. | plates 5 ‘hether 
ising electrotype, metal with « de_|more tna iors nding |" Paste plates have alco been used| they wil eventually’ replace 
H nt gh oe § poe a "results | quarter of 1940; and also must use|in the production of dry stereo-|Among government agencies now 
n ensi y u — a 1 , cre - in the amount of 75% |typers’ mats, and the American| employing plastic plates are the 
also are being obtained with copper af the teen ‘ane , | Newspaper Publishers Association,]OWI overseas branch, which ships 
. 020 inch thick. Use of batt roma wage : \in a report last December, revealed| them out for its printing jobs in 
for Materials este 4) ere taek a yo WPB Gives a Boost ‘that an overwhelming majority of|many allied eer ale and the 
adhesive fo , a te ane : : sal | inato Pere 
ial EE ee ee a cng ae lst |run of plates produced by Theodore | American Aifairs, which ues ter, 
- stry iders satisfactory. | division stepped up interest in plas- | . lim ite vari ti =m 
Plastic Plates Offer “an a kind of power | ab among the uninitiated recently |Moss Company, gpm fe N. Y.,| in its various wartime campaigns. 
W rti @) rtunity: “pipe dream,” the industry research | with a statement declaring that a) and tested by 21 oe ae er maar Several Suppliers 
arrime /ppo unity; group headed by E. H. Salmon, | considerable quantity of electrolytic | papers in all parts of t ‘NPA. thot A the major supplier 
Research Ste ed U chairman, looks forward to more| copper may be saved for war pur-| Moss later advised the AD : a mong — ¢ > tah the ~ ms 
PP P uniform negatives and fewer make-| poses through the increasing use of - a used in witleel" sonata eT cethestan shehes B~ Pesan 
ers: ; F ? -:| plastic printin lates. After com-| Mosstypes was a noncritica sul : s akelite 
By JOHN B. MILLER cor an ae Game icotuien, | aie ". won of their use, the| which is available in ample eee a E. RD te Be 
Chicago, May 6.—With plastic|¢jimination of re-etching, etc. Many|division said entirely satisfactory | ties for its purposes. b wets al Paateleas Cam ven 
inti s ; , ; y as | s ld be made—up to 50,000} The Government Printing Office | Company, pany 
printing plates probably the most} of these developments, as well as|runs cou land T aan Witenes Cerner 
; é ? ‘ i . , 5 , i ions — from flat plates. It| both makes and uses plastic plates | an ennesse : pora- 
spectacular development to date in|others now unforeseen, may be impressions p it) . ra : | tion 
the search for substitute materials, | anticipated after the war. predicted longer runs and also said | and buys some from private sources. ‘ 
the photo-engraving industry is at- 


tacking its wartime problems ener- 
getically in the hope that it will 
emerge from World War II in a 
sounder position than ever. 

The industry is operating under 
the most drastic curtailment of | 
materials in its history, with a 
stringency not even matched during 


the first world war. Not only sup-| me iR LATION 
ply problems confront photo-en- | ; 
gravers, but manpower troubles as | ey 


well, and the prospect is that the | 000 
situation will become more difficult | 5 
in the next few months. 


Plastics have emerged, after years | 
of experimentation and _ limited) 
usage here and abroad, as a war- 
time substitute for some of the) 
vitally-needed copper and zinc, and 
may be expected to broaden out 
extensively when war ends and 
necessary molding machinery be-| 
comes generally available. No new 
machinery is being manufactured 
now. 
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Original Plate Required 


The plastic plate, as now used by | 
the government, printers and some 
advertisers and their agencies, is a 
duplicate plate and requires an| 
original such as a copper or zinc) 
photo-engraving, line cut or type 
form. A plastic matrix is made 
from the original plate; then copies | 
of the matrix, also in plastic, may 
be made in plentiful supply. Noth- | 
ing is yet in sight to replace the 
original metal plate, although the 
industry is still searching for a sat- 
isfactory substitute material. 


Cited as major advantages of the | 
plastic printing plate are: It re-| 
leases critical materials; it is much 
lighter than the metal variety, thus 


helping solve transportation prob- 


lems and speed distribution; it is| ARE bl& BUSINESS 
resistant to abrasion; it may even ; 

be used in color work where close eer 

register is required; it is cheaper 


to produce. 
A research committee of the 


MAY, 1943 CIRCULATION 
18,000,000 


Early in 1934 the first comic magazine made its appearance. The print order was 
American Photo-Engravers Associa- - A y 
on Tee. ees ate in 35,000 copies. In nine short years newsstand sales of comic magazines have grown 
Chicago, has been working since ¥ , 
war broke out to find substitutes steadily to a volume of over 18,000,000 copies per month. 
for material taken off the market or : - 
to minimize effects of curtailment, - ere ? F - 
ea a tae ae ee Public response to the universal appeal of the “comics” editorial technique has 
position for the postwar era. ts 7 " ° x 
re ee eee Wile Wee anteen reafirmed the fundamental desire of people — all kinds of people — for simplicity 
of manufacturers on substitutes for : . 7 ; 
metals, chemicals and other mate- in the presentation of entertainment and ideas via paper and ink. 
rials vital to the trade. ; 
New Adhesive Found : one 
3 i f this new publishing force have been 
Association members were sh wn, Leaders in the growth and development ‘ I © 


ian Gk & Gamer Ghee Gemini the magazines in the NATIONAL COMICS GROUP including SUPERMAN — BAT- 
ples i ) as atic 
as well as plates of regular electro- 


type metal. Some photo-engraver VAN — ACTION COMICS — WORLD'S FINEST COMICS, etc. 


Advertisers have found that the NATIONAL COMICS GROUP with its cover to 
cover reader interest and high advertising visibility make it a profitable advertising in- 
vestment — a direct approach to a large segment of the American market at the lowest 
rates in the magazine field. 


Advertising will be limited to 7 pages per issue including covers for the duration. 


—the Retail Auto 
Supply Store Operators 


AUTOMOTIVE | +. 


= 4 volume 
RETAILER. sales and a ° . | 
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. for post-war 
distribution 


use the pubd 
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The Bakelite material for plate 
aking is of a thermoplastic type 
ich is non-critical and, the com- 
ays, may be obtained in any 
d quantity. The matrix ma- 
a cellulose or mineral filled 
incorporated with phenolic 
“ig somewhat critical, 
be readily obtained for the 
ting plate application.” 
the matrix may be used as 
ny as 200 times without deterio- 
ration, the company claims. 
kelite has had reports of flat 
printing runs up to 225,000 
pressions for plastic plates which 
received no special treatment, and 
believes greater runs are entirely 


astic plates are the equal of elec- 
trotypes when used to form stereo- 
mats or wax 
they weigh only one-eighth as much 


as electrotypes, economical packag- which were used in a split-run test, | 


ing and distribution of the new-| 
comers is emphasized. Bakelite also | 
reports runs of 440,000 impressions | 
in bread wrapper printing and 350,- | 
000 for magazine printing when) 
used as rotary plates. The comnpens | 
also says that multi-color plates 
may be reproduced accurately. 

In advertising its plastics and| 
resins to prospective users, Bakelite | 
is giving attention to the printing | 
industry, pointing up the growing | 
importance of substituting plastic 
matrix and duplicate plates for cop- 
per and other strategic materials. 


JWT Reports Success 


Theodore Moss Company, one of 
the early manufacturers of rubber 
plates, last March provided J. 
Walter Thompson Company, New 


York agency, with plastic Mosstypeés 


ADVERTISING AGE 


along with electrotypes, in news- 
papers of widely-scattered cities. 
According to JWT, the test demon- 


strated the practicability of the| 
plastic material and all newspapers | 
reported that printed results of the | 


two kinds of plates were “identical 
as to sharpness of detail in line and 
halftone.” 


Using plastic plates manufactured | 


by the Process Color Plate Com- 
pany, Chicago, Export Advertising 


Agency reports entirely satisfac- | 


tory results in Latin American and 
South American publications. Plastic 
plates have been shipped airmail to 
more than 25 newspapers for its 
Pepsodent export account. The 
small papers, which use flat bed 
printing, mount the plates for their 
individual use. Avoiding the slower 
shipment of heavy metal plates by 


parcel post, the agency has elimi- 
nated a possible delay of several 
months due to irregularity of ocean | Printer recently carried an insert 
shipments and customs inspections. 

Export Advertising Agency also 
reports successful use of four-color 
plates, also made by Process Color, 


Spanish and Portuguese editions of 


register is obtained, the agency says. 
Two sets of plates were used for 
runs of 720,000 and 370,000 impres-|endar plate maker, has been pro- 
These plates first were used | ducing plastic plates for export use 
nine months ago on the Eversharp|as well as for some magazines in 
account and have been used regu-|this country, and is using wood- 


“Inland Printer’ Shows Color 


Process Color, whose president is 
Gradie Oakes, was one of the pio-| testing various plastics for the best 
with | material to meet its needs. Its ex- 

has | perimentation has been conducted 


experimentation 


te te 


ne 


THE NATIONAL COMICS GROUP 


“America’s Favorite Comic Magazines” 


6,000,000 


Net Paid Circulation Guaranteed 


(1st 6 mos. Average 7,300,000) 


Monthly Unit — Circulation Guarantee — 3,500,000 Net Paid 


ACTION COMICS, DETECTIVE COMICS, 


SENSATION COMICS, 


FLASH COMICs, 


STAR-SPANGLED COMICS 


and 


SUPERMAN, MORE-FUN COMICS, ALL-AMERICAN COMICS 


which alternate with 


BATMAN, ADVENTURE COMICS, and GREEN LANTERN 


Quarterly Unit — Circulation Guarantee — 2,500,000 Net Paid 


ALL STAR COMICS, LEADING COMICS, 
WORLD’s FINEST COMICS, BOY COMMANDOs, 


WONDER WOMAN, COMIC CAVALCADE, ALL FLASH COMICS 


ADVERTISING RATES 


VONTHLY 


UNIT 
Full Page $2800.00 
Second Cover 3150.00 
Third Cover 3150.00 
Fourth Cover 3500.00 


NATIONAL 


QUARTERLY RATE PER 
UNIT Ml 
$2000.00 > .80 
2250.00 90 
2250.00 90 
2500.00 1.00 


REPRESENTATIVES 


Richard A. Feldon & Co. 


4260 LEXINGTON AVENUE, N. Y. C. 


been giving much attention to pro- 
duction of good color work. Inland 


printed from four-color plastic 
plates produced by Oakes, calling 
attention of the trade to excellence 
of register which may be obtained. 
This frontispiece is said to be the 
first demonstration of such plastic 
plate color work to appear in a 
printing trade paper. 

Franklin Company, Chicago, cal- 


mounted plastic plates for its own 
|trade advertising in Graphic Arts 
| Monthly. It is supplying a number 
| of agencies with plates and is still 


for the past five years, including 
work with rubber plates. 
Started Abroad 

British and German plastic plate 
makers preceded Americans in in- 
augurating the use of this material, 
gaining an early start in the foreign 
field. Germany has developed a 
plastic hand-set type. Production 
in this country, for the duration at 
least, will be limited to the output 
which can be obtained from exist- 
ing machinery, since no more is 
being manufactured. Those already 
in the field have an evident ad- 
vantage over others — including 
electrotypers—who might wish to 
start experimentation with the 
plastic substitute. Printers also may 
be expected to look into the possi- 
bility of making their own duplicate 
plates when the peacetime market 
|}can expand. Probably no more than 
10 electrotypers now own plastic 
molding equipment. More than a 
score of companies have worked 
with rubber molded products. 

Despite the wartime limitations 
on production, several national 
magazines are inquiring about plas- 
tic plates and may soon give them 
a test to demonstrate to their own 
satisfaction that heavy runs are 
possible. 


OFFERS “BOSTON PLAN” 
| Boston, May 7.—Giving it a coast- 
| to-coast send-off as “The Boston 
plan for saving zinc and copper in 
wartime advertising,” a committee 
|of 15 World War I veterans of the 
Crosscup-Pishon Post, No. 281, ad- 
| vertising men’s unit of the Ameri- 
can Legion, today issued a “ten- 
point code of practical suggestions 
to aid patriotic advertisers” in com- 
plying with WPB orders that have 
drastically reduced the amount of 
metals available for photo-engraved 
printing plates. 

Stripped of technicalities, nine 
brief points suggest ways in which 
|}creators of advertising anywhere 
may help engravers and publishers 
| Save metal without impairing the 
attractiveness of advertisements. 
The tenth summarizes thus: “To 
| save more zinc and copper, simply 
use a little more advertising tech- 
nique, ingenuity and white space. 
Study every layout to gain maxi- 
mum effectiveness with minimum 
use of engravings.” 

To the Advertising Club of Bos- 
ton, with which a majority of the 
committee are also affiliated, and 
nine other organizations in the field 
of business and graphic arts, the 
Legionnaire admen appended a note 
of thanks for aid in giving wide 
distribution to these metal-saving 


suggestions. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


“independent Survey of Providence Bulletia 
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‘Buy-Lines’ Switches to 
‘Tribune’ in New York 


“Buy-Lines by Nancy Sasser,” 
editorialized advertising column ap- 
pearing in about 40 leading news- 
papers, will be carried by the New 
York Herald Tribune, effective May 
9. The column has been withdrawn 
from the New York Times as a re- 
sult of inability to come to a rate 
agreement. 


Hickerson Named Agency 
General Electric Supply Corpora- 


tion, Bridgeport, Conn., has ap- | 


pointed J. M. Hickerson, Inc., New 
York, to direct its advertising. 


USE READY-TO-PRINT 
CALENDAR PAD PLATES 


$e at-a-glance 


ALMANACS: Authentic 
tive and accurate. 


_puthori- 
Weather 


The FRANKLIN COMPANY siow van euren CHICAGO 


Movies Join Media 
Ranks for Gov't. 


War-Effort Drives 


Washington, D. C., May 5.—Gov- 
ernment campaigns will shortly be 
breaking on the screens of the na- 


tion’s theaters, sponsored by private 
|advertisers. Through the efforts of 
Screen Broadcasts, 25-year-old 
|prodigy of the two pace-setters in 
|the screen advertising field, Motion 
Picture Advertising Service Com- 
pany, New Orleans, and United 
Film Ad Service, Kansas City, at 
least five government departments 
and agencies will have sponsored 
advertising films. 

The government agencies are the 
Office of Price Admijnistration, Of- 
fice of Civilian Defense, U. S. Public 
Health Service and the Department 
|;of Labor’s National Committee for 


the Conservation of Manpower in 
War Industries. 
is a series of films for the Office of 
Defense Transportation. 

Top man in the film advertising 
business is W. Johnson, president of 
Motion Picture Advertising Service 
Company, who worked out with 
Robert E. Harper, Washington pub- 
lic relations man, the first of the 
government campaigns. This was a 
series for the War Savings Staff 
which made its appearance three 
months ago. 

Screen advertising has been a 
moot question in the past, with one 
of the hitches confronting potential 
users of the medium being the re- 
luctance of some theater operators 
to use advertising films. 


Now Want War Messages 


This hurdle, Screen Broadcasts 
men tell you, was cleared easily. 
The theater operators were hungry 
for war advertising, for messages to 
equal those appearing in other 
media. Now some 12,000 theaters 
are available to advertisers — and 
this “network” offers a_ potential 


Also in the works | 


weekly audience of about 80 million 
spectators, a reflection of the vast 
war-born surge into movie palaces. 


The workings of the plan are in-| 


teresting. OPA jumped at a series 


of 26 short sound films, each film | 
presenting a one-minute dramatiza- 


tion of the need for rationing or an- 
other OPA objective. But, typically 
cautious, OPA arranged for a two- 
week test of the films, exhibited be- 
fore a sample group of theater audi- 
ences. 

Mr. Johnson — who incidentally 
has put in 26 years in the screen 


advertising business —reports that) 


the two weeks’ test convinced OPA 
that the public “obtained for the 
first time a really clear understand- 
ing of exactly why America has 
rationing, and how vitally impor- 
tant it is for everybody to make it 
work successfully.” With OPA 
securely on the bandwagon, Screen 
Broadcasts is lining up commercial 
sponsors. 

One of the toughest nuts to crack 
in screen advertising is the problem 
of linking state and local programs 


|} with national campaign functions, 


IT’S THE WORLD'S WACKIEST PROGRAM 


(but how it puts over those spots!) 


Toss a circus side show, a jitterbug carnival and some Dead- 
End kids into a radio studio, and there you have a reason- 
ably exact facsimile of WGAR'’s popular new program, the 
Friendly Open House." 


Wayne Mack is master of ceremonies and has cooked up a 
super-duper method of making live and transcribed com- 
mercials a part of the entertainment, introducing them with 
drama, song, double talk or what-have-you. 


Sherlock Holmes or Napoleon may introduce your an- 
nouncement. Or perhaps Mr. Argus who lives in the attic of 
‘Open House"’ (rap thrice on the water pipe for me, please) 
may do the honors. The only certainty is that listeners /isten! 


Adding to the fun, frivolity and hilarity are Maestro Wal- 
berg Brown and the Clevelandaires, the songs of Reg Merri- 
dew, and the piano team of Pildner and Wilson—all of whom 
(in person, ladies and gentlemen) help set the stage for your 
advertising message. 


First choice in Cleveland for many spot buyers, this new 
radio show that packs a selling punch already has been ex- 
panded (now 4:45 to 5:30 P.M. weekdays). Even so, there'll 
soon be another waiting list. That’s why right now is a dandy 
time to come on over to the “Friendly Open House.”’ 


BASIC 
G. A. Richards, President . 


Edward Petry & Company, Inc. 
National Representative 


STATION... COLUMBIA 


BROADCASTING 
.. John F. Patt, Vice President and General Manager 


SYSTEM 


_— 
—. 


for sponsorship—in many cases—;, 
subject to state and local approya) 
| This hurdle, too, was cleared. 

One thing which film advertisiy 
had to combat was considerable Jac) 
of knowledge about the medium 
The company settled on campaign 
guide books—much like those useg 
|by the Advertising Council and goy. 
lernment agencies to set forth basic 
|copy policies in government cam- 
paigns. One of the most interest- 
ing is “What More Can We Do” 
copies of which are available from 
|\Screen Broadcasts’ Washington of. 
fice. 


WFA Launches Container; 
Salvage Program 

A nation-wide program to en- 
courage greater salvage and re-vse 
of fresh fruit and vegetable contain- 
ers and egg cases has been launched 
by the War Food Administra- 
tion. Because of the great demand 
for containers, due not only to in- 
creased food production, but ty 
meet increased export needs of the 
military forces, WFA is asking fu! 
cooperation in the program. 

To promote the salvage and re- 
use drive, 50,000 leaflets for distrj- 
bution to various trade and pro- 
ducer groups, marketing officials 
and public agencies have been 
printed. Posters for display pur- 
poses and stickers with the words 
“Use It Again” are available to 
/trade and producer organizations. 


Dotted Line Club 
Elects Officers 


At this season’s last regular meet- 
ing of the Chicago Dotted Line 
|Club, held May 3, Anson Meanor, 
Chilton Company, was elected pres- 
ident for the ensuing year. Other 
officers elected were: W. S. Clev- 
enger, Case-Sheppard-Mann Pub- 
lishing Corporation, first vice-presi- 


ident; S. W. Hickey, Simmons- 
'Boardman Publishing Company, 
‘second vice-president; and Pau! 


|Clissold, Bakers’ Helper, secretary- 
| treasurer. 

New members of the executive 
|committee are Charles E. Price, 
|Keeney Publishing Company; 
|Charles B. Groomes, ADVERTISING 
| AGE, and Louis Brookman Jr., Con- 
| crete, the retiring president. 


Buys Czech Newspaper 

| Louis L. Melsha, general manage: 
|of the Tribune Publishing Company, 
Cedar Rapids, Ia., has purchased the 
|Iowa Printing Company, commer- 
'cial printer and publisher of Cedar 
| Rapids Listy, Czech newspaper. 


| 

Culp Agency Appointed 

Earl R. Culp Company, Los An- 

| geles, has been appointed to handle 
| the account of Waval Permanent 
| Wave Supply Company, Los An- 
|geles. Trade journals will be used 

to introduce the company’s new 
| product, a concentrated permanent 
| wave solution. 


Belnap & Thompson 


PRIZE AWARD BOOK 


Illustrating more than 500 Quality 
Prizes now available. 


Book provides timely theme around 
which to build effective incentive 
programs. 

@ Sales campaigns 


@ Awards for finding better ways 
for territory coverage despite ga* 
rationing. 


®@ Awards to plant workers for per 
fect attendance, suggestions, et 
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Chances are that 194X will find Americans taking a brand 
new concept of living right in stride. 
Yet, the vision of today’s forward-looking men and women 


will lie behind tomorrow’s ideas and products. The kind of i 
people* who, in ever-increasing numbers, are reading ' 
Newsweek. 


For Newsweek brings into sharp focus the world of to- 
morrow. The Signed Opinions of experts in business, industry, 
government and warfare ... the remarkably sharpshooting 
Periscope ...the clear, concise News Significance. ..Wash- 
ington Trends...all of these, augmented by Newsweek’s new 
and exclusive “Postwar Horizons”, give thinking people a 
key to the door of tomorrow. 

In your postwar selling plans, pay particular attention to 
Newsweek. It is here you reach those leaders you must 
reach—to help make those plans come true. 


93 of Newsweek's more than a half mil- 
lion circulation is concentrated among lead- 
ers in business, industry, gove rnment and 
the professions ... the highest concentra- 
tion of above-average Americans, per ad- 
vertising dollar, offered by any magazine 


In 1942, 412 advertisers selling 37 different 
types of products, considered this market 
so vital, they spent $3,906,270 in News- 


week's pages. 
The Magazine That Looks Ahead 
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x * “In the Service oj 


* * 
* Our Enemies ... In the severest and most sweeping indictment ever handed 


down against the German people ... Ruth Mitchell, sister of the fighting General “Billy” Mitchell, 

tells her own story . .. Sworn member of the Chetniks, only American woman ever to belong to Mikhailo. 
vitch’s guerilla army . . . arrested on suspicion as a British Intelligence agent, held for two years by the 
Gestapo, dragged through a series of Nazi prisons . .. Ruth Mitchell’s story will make any American 


understand better the nature of Nazism ... and why absolute defeat and extermination is necessary! 


ee 
* Civil Deiense ..+ “Get Ready to be Bombed,” by James L. Landis, OCD 


Director . . . Not a scarehead, nor propaganda threat—but a cold, reasoned analysis of all 
possible factors . . . The Germans have the planes, the desire and the will. Short-term bases in 
Canada, and submarine landing in Hudson’s Bay, are possible. The fog bank that cloaks the Pacific 


Coast offers cover for Jap carriers! . . . The effect of various type bombs and how to protect yourself, 


. . is told explicitly in this contribution to national welfare and civil defense. 


K TMAUSEY AE WAT ve sie cit companies and nineree 


contractors got the go-ahead from the RFC last July, organized their crews, punched 


a 24-inch pipeline through fourteen hundred miles of sand, swamp, mountains, forest and 


under rivers . . . built the world’s largest and longest oil line in record time . . . An inspiring 


saga of big business and little at work . .. a Paul Bunyan story for the nation’s folklore! 


& Personal ANAS |. vedor. inducers, farmers, are att onzanin 


—but the white collar worker still stands alone . . . “You Still Can Get A Raise,” by William 


H. Davis, WLB Chairman, tells the individual that his paycheck need not stand still, how 


merited increases can be secured . . . gives examples for the guidance of both employers and employees. 


* War Strate is Uy] ... More on the global war . . . “How to Win 


in the Pacific,” by George T. Renner, geographer of Columbia University . . . who 
shows that Japan’s understanding of air strategy and tactics was better than ours. 


points out our strength and weaknesses in the Pacific... A “must” for the war news. 


* our Health ... Max Mann, New York business man, is an 


amateur psychologist, whose special field has been insomnia. His voice on a broadcast 


and on records puts rattled and restless people to sleep... Ina single page, he gives 


his formula and prescription. Start reading, follow directions . . . and first thing you know 
_ah-ah! .. . sleep comes! Keep it on hand for your next wakeful night. 


* War Worker ...A gunpowder girl tells the story of her job and 


life in a big powder plant... No silk underwear, no bobby pins, jewelry or purses, spec il 
shoes... and everlasting precautions, for the women who make and pack the smokele>s 


powder . .. Girlpower in action, spending eight hours a day with death. . . 


> 
* Recreation ..-The lighter side... Humphrey Bogart, Hollywood bad ma». 


pleasantly exposed .. . “Murder In Havana,” The American Magazine's complete short my ster) 

novel by George Harmon Coxe... Mary Hastings Bradley’s “Spendthrift”—the story of a wi'« 

who couldn't live within her husband’s income ... Gold Star mother meets the girl her dead son le!! 
behind him—““This Was My Son,” by Avis Dungan... “Home Was Never Like This,” a hilarious yar" 
of the husband who was enthusiastic about war work until his wife took it up, by Loretta Burrough . 


; ° . ° ° eee 
And a dozen more stories and special features to spread smiles and lift morale . . . All in the June issue: 
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the Nation’ * 


= after issue, month after month, this magazine 


publishes some of the most serious fare ever offered by a 
popular magazine . . . telling intelligent Americans what they | 
must know today, outlining ideas, interpreting events, stressing 
significances... making Americans war-minded, world-minded 
“in the service of the nation.” 

This magazine’s sustained editorial program has not only 
increased readership on every page, in every issue... but has 
augmented by almost a half million the circulation among 
“people who give a damn”. . . given this magazine a major 
audience that makes public opinion as well as sales, an audience 


so large and important that it cannot be discounted or ignored. 


To rue advertiser in its pages this year, this magazine 


offers more attention and interest, from people who count 


for more—always! ... The evidence is in every issue. e 


THE CROWELL-COLLIER PUBLISHING COMPANY 
250 Park Avenue, New York City 
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Helpful Contribution 


To the Editor: Your newspaper 
is decidedly a helpful contribution 
to the reading needs of the advertis- 
ing office. Truly I think I get more 
out of its comprehensive summariz- 
ing of everything happening in the 
marketing and advertising fields 
than I ever did out of any other 
publication. 

“Diary of an Ad Man” is one of 
the particular features that is 
always enjoyed because it is stimu- 
lating. It is a feature that seems 
to lend to the AGE a warming per- 
sonality. 

I’m taking time out to send along 
this commendation because I think 
you are entitled to an occasional 
“lift” from the obscure individual 
reader. 

Lester H. BUTLER, 
Advertising, Everett, O. 


a ee 


Agrees 100°/, with 
‘Joe Tompkins’’ View 

To the Editor: This advertising 
man in the service welcomes news 
of the business and thanks A. A. 
(ADVERTISING AGE) which does a 
grand job of reporting the news. 

Also, my congratulations to Mil- 
ton Hermanson for his letter to you 
in the April 19 issue. 

If we had more “Joe Tompkins” 
we surely would get this mess over 
in a hurry. “Selfishness That Wins” 
is a perfect caption. Let’s all feel 
the way “Joe Tompkins’ feels. 

Pvt. D. A. GATTONI, 
1012 T. BE. ¥. T. &., 
U. S. Army Air Base, 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


in size of feet, he is really a midget | 
in comparison with those for whom | 
this outfit deals. They carry up to 
size 16, in widths AAA to EEEEEE. 

About April 5 another article 
appeared that a soldier in the armed 
forces wrote his Representative that 
he couldn’t get shoes to fit him— 
he wore a size 14%. Arthur Adler 
immediately picked this up and 
wrote to the Representative to tell 
him that Adler Shoes for Men car- 
ried shoes up to size 16, etc., the 
same as the letter written to Mrs. 
Tregaskis. 

This alertness has brought in 
many additional pairs and _ has 
helped the publicity department 
with many new ideas. 

CONSOLIDATED ADVERTISING 
AGENCY, 
New York. 
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Classified Record? 


To the Editor: We think the 
attached 235-line copy establishes a 
record for the largest help wartted 
—maid advertisement ever run in a 
newspaper. 

It was placed—and paid for—by 
Cedric Adams, popular Minneapolis 
Star Journal and Sunday Tribune 
columnist, when his maid joined the 
Waacs. The ad measures 240 lines. 

Note his comment on the much- 
abbreviated classified advertise- 
ment. 


I SAYS the trouble with you is 
ou sit down and write out Z little 
dinky want ad that goes something 
like this: Wtd. gl. gen. hsewk. No 
wshg. N. irng. Sl, gd. Nr. bs. line. 
3 chidn. N_ ckg. Wat 


La Junta, Col. 
i a 


Scallions and Unions | 


To the Editor: Scallions to - 
astute author of “The Diary of an 
Ad Man” for his superficial April 7 
entry: “The sure way to destroy 
unions would be to devise means of 
making them socially 
among the people they must appeal 
$6." 

Correction: “. . . devise means of 
making them economically unpopu- 
lar, etc.”” The old halitosis gag is a 
long way from its last gasp but it 
isn’t the basic appeal in this situa-| 
tion. 

Down to fundamentals, sir! A 
“union” by any other name is just 
as strong. 

ALLEN P. EDWARDS, 
Chicago. 


vgs¥sey? 


Adler Alertness Helps 


Hard-to-Fit Service Men 


To the Editor: The alertness of 
the publicity department of Adler 
Shoes for Men has recently brought 
forth a few incidents: 

In the newspaper there appeared 
an article about Richard Tregaskis, 
author of “Guadalcanal Diary,” who 


was having difficulty obtaining a| 


pair of shoes. Arthur Adler, secre- 
tary of the company, wrote to Mrs. 
Tregaskis and within a short while 
supplied her husband with two 
pairs of size 14A shoes. 

It was easy for them to fill this 
order; even though it sounded as 
though Mr. Tregaskis was unusual 


unpopular | 


You have toa 
sit down and write the girls a little | 
letter and sort of go into our history | 
and tell them. something about the, 
kind of place we got and what work 
they have to do and how they're 
oing to live. So then I says you! 
old still now while I fix you up a| 
good want ad and we'll see if we! 
get any respoise or not. Which is: 
| exactly what [ am doing right now. 


P. S. He got his maid! 

FRED CLIFFORD, 
Classified Advertising Manager, 
Minneapolis Star Journal & 
Tribune. 


. & ‘V 


‘Collier's’ Coincidence 


To the Editor: How’s this for a| 
coincidence? 
In the May 8 issue of Collier’s ap- | 
pear two illustrations almost identi- | 
cal. One illustrates “Bait,” a story 
by Joseph Harrington, and the other | 


illustrates a Seiberling Rubber | 
Company ad. | 
Both are dominant large size | 


illustrations, and both are of same | 
identical depth. | 
The Seiberling advertisement is | 
by Meldrum and Fewsmith, Inc., of | 
Cleveland. 
LEHMAN Woop, 
Meldrum and Fewsmith, Inc., 
Cleveland. 
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Speaking of Contests 


| To the Editor: I read with inter- 
est the article about Burma Shave’s | 
jingles taking the air in the April | 
26 issue. 

Needless to say, all the contest 


ADVERTISING-EDITORIAL SIMILARITY 


These two illustrations, the one at the 


SEIBERLING <= 


left for a story called “Bait,” and the 


other used in a Seiberlina Rubber Co. advertisement, appear in the May 8 issue 


of Collier's 


Both are identical in size and are strikingly similar in color and 


subject. Meldrum and Fewsmith, Cleveland, is the Seiberling agency. 


fans in America will get a big 
chuckle out of this new idea and a 
lot of the “slow-thinkers” of the 
advertising world will wonder what | 
it is all about! 

Well, the dope is this: you hard- 
headed guys who have scoffed at 
contests will be interested to know 
that many of the cute slogans used 
by Burma Shave are the product of | 
some contestant’s mind—submitted | 
in their yearly contests for these | 
slogans! 

Maybe the slogan or other infor- | 
mation you are hunting for, to) 
advertise some product, is lying 
around some consumer’s mind— | 
(who might know a lot more about | 
the product than you)—so why sted 


try a contest the next time? You 
might learn something. 

HENRY SHELDON, 

Chicago. 
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Another Suggestion 
for Paper Saving 

To the Editor: In line with the 
various suggestions that have been 
presented through “Voice of the 
Advertiser” for paper saving, may I 
suggest that one of the simplest and 


_ BOOSTS DAILIES | 
DEPENDABLE 


AS THE DAWN! 


Have you ever thought about your newspaper —that mes- 
senger that reports the happenings in your home town, or the 
results of a battle thousands of miles away—the voice that 
helps you make important decisions—the strong arm that 
combats evil? Or have you ever thought what your railroad 
means to you? Thousands of workers and a fortune in equip- 
ment available whenever you need it! Over this great system, 
linking your town with a thousand others, the culture and 
products of the world are brought to your home, while the 
goods produced by you and your neighbors have an outlet to 
the world’s markets. 

Naturally, the first thought of B & O workers today is “beat 
the Axis.” Nevertheless, we believe your regular needs are 
being adequately served. But when Victory is won, sixty 
thousand of us promise that the progress and prosperity of 
your town will be the first job on our peacetime list 


i 2 0 WHITE, Prenton 


BALTIMORE « OHIO Railroad 


4 @00e mEiagneon OF YOUR COMMUNITY 


In this newspaper copy, Baltimore & 
Ohio Railroad calls attention to the 
service rendered to the community by 
the local newspaper. 


most direct savings of paper, and 
one that would not penalize either 


| publication or advertiser, wo, 


rome oe — 
d be 
ft the 


that 


for the elimination of much 
flood of promotion materia] 
overflows the desks of agenci; 
advertising managers thro) 
the country. 

Much of this material is 
brag and baloney and much the 
small residue that contains 
inely worth while facts and inj, 
mation is in freak sizes that con; 
be filed in the regular filing eq, 
ment used for the purpose. 

I protest that paper ration; 
would seem out of order while ¢h) 
futile paper flood continues. 

ALVIN LONG 

Long Advertising Service, Sin 

Jose, Cal. 


Points Up Newspaper’s 


Service to Community 
To the Editor: I thought yoy 
might be interested in the attache 
proof of a current Baltimore & Ohi 
newspaper advertisement, one of 4 
series on community appeal appear- 
ing in 264 newspapers and 199 
towns. 
As you will note, over the signa- 
ture of R. B. White, president of 
the Baltimore & Ohio, a very strong 
tribute is paid to the place which 
the newspaper occupies in com- 
munity affairs. 
CHARLES H. EYLes, 
President, The Richard A. Foley 
Advertising Agency, Philadel- 
phia. 


THIS 


IF YOU’VE BEEN OVERLOOKING 
THE GREAT NEW DETROIT MARKET 
OF HIGH INCOME FAMILIES...IF 
YOU’VE BEEN OVERLOOKING THE 
360,000 FREE PRESS FAMILIES IN 


MARKET... 


ins since that New Year's day, 1914, when Henry Ford 
startled the world with his $5 a day wage announcement and 
firemen had to be called out to save the employment office, 
Detroit has been consistently in the limelight. 


Today some 740,000 men and women work round-the-clock in 
two thousand factories, turning out war material at a million 
dollar an hour clip. With a $50,000,000 weekly payroll going 
to thousands of people who now, seemingly, want everything, 
Detroit is one of the greatest buy-minded markets in America. 


In this area over 360,000 families read and believe in The Free 
Press every morning. During 1942, its circulation increased at 
an average monthly rate of 27,433 copies per day. Within the 
last sixteen months approximately one hundred fifty new adver- 
tisers have come into its columns and have profited handsomely 
through their customer contacts in the good market this news- 


paper offers. 


Detroit, be sure that your list includes this newspaper. 


The Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Nat'l Representatives 


Whenever an advertisement is scheduled for 
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coy NO. 8 of a series * heroic episodes WORLD WAR NO. II 
Eis 
Vhe alle f xetatn can never be praised get the part the Polish fliers played. They were the few- got a hulking Dornier bomber in his gunsight just as his 
enough. Yet nobody could say more about itinavolume est of the few, but the R. A. F. was quick to call them the _guns gave out, all ammunition gone. So he whirled up 
than Churchill said in a sentence: ‘‘Nev¢r in the field of bravest of the brave. One of them became legendary. _over it and then crashed it head on, spending himself 
human conflict was so much owed by|so many to so On the day when Britain’s skies were darkest with Ger- and his Hurricane, in the hope that London might be 
few.” But it is to be hoped that the world will never for- man planes, he shot down his sixth Messerschmitt, then spared what his own Warsaw had suffered x x * % * 
wagmresictanshcratctatstanaratesstecatetentecaetansteneie’ 
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the embattled sky above the English channe 
“this war’s Marne wast 
* Somebody once defined morale simply as “‘the ‘wave of the future’ was turned back, from the ing of American troops, our own Chief of Staff has 
will to live.”’ But history’s greatest t¢st of morale, flood tide of apparent immediate victory, to the ebb gone on record as saying that he would change 
the Battle of Britain, suggests that albetter defini- tide of ultimate inevitable defeat. That was the im- Napoleon’s axiom of the ratio of morale te material 
tion of it would be “the willingness t b die.” Down measurable accomplishment of a few dauntless from three to one to six to one! When morale is so 
the ages the cry of the warrior had rung: “Only those youngsters in Spitfires and Hurricanes who were overwhelmingly important, it seems paradoxical 
are fit to live who are not afraid to di¢.”” But never overmatched, outnumbered and outgunned, but that it can be directly affected by such relatively un- 
was it more decisively proved than in that fateful never overawed. Their only secret weapon was the important things as cigarettes, movies and maga- 
September of 1940, when Hitler’s horjles were held factor of morale, which Napoleon himself once evalu- zines. But that’s why we're so proud to learn, from 
back, by a few aviators unafraid to dje. Until that ated as offsetting the material factor in warfare at a present surveys, that Esquire is the favored maga- 
moment, Europe's “blood-thirsty gutfersnipe”’ had ratio of three to one. And that is precisely the ratio zine of a measurable percentage of America’s fighting 
everything his own way, from the fae of Poland of their triumph in the Battle of Britain, where the men—and that magazines are ranked even ahead of 
to the collapse of France. But in that] moment, his fate of a whole world hung in the balance. * Speak- movies as a factor of their morale * * * * * * * * 
Se A FAVORED MAGAZINE OF FIGHTING MEN 
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: 4 ; . feel is required for the OCR job. | nations to the War Manpower Com-|much the same untenable po;it; 

yee ase a New Office Takes Simultaneously with the order|mission. It may also represent|in which its predecessor agenc: the 

nduct Student Polls which set up OCR, Mr. Nelson an-|WPB in contacts with the OPA in| Office of Civilian Supply, {jung 

In the belief that the opinions of nounced that a policy committee | determining pricing, coordination of | itself. The demands of the armeg 

youth should be accurately de- : had been named, composed of Sec-/| rationing with production and dis-| services, made more dramatic ang 

termined and widely publicized, ver eering 0 retary of Agriculture Wickard,|tribution policies; coordination of | urgent by the news of victories ang 

Scholastic Publications, New York, Manpower Chairman McNutt, Price| price regulations with standardiza-| defeats in the field, will be al! py; 

publisher of educational magazines Administrator Brown, Petroleum|tion and simplification. irresistible. While Washington op. 
for junior and senior high school Administrator Ickes, Director of 


students and their teachers, has 
organized the Scholastic Institute of 
Student Opinion. 

Pertinent, timely questions of the 
day will be directed to the nation’s 
youth, with school papers whose 
names Scholastic has on file con- 
ducting the poll. At least four polls 
each year will be conducted. About 
728 schools representing more than 
half a million students have already 
joined the institute. 


Civilian Economy 


Whiteside Heads OCR; 
Nelson Establishes 
Policy Committee 


Washington, D. C., May 4.—Amid 
rumblings of disquiet in the retail 
field and ominous reports of the in- 
tentions of Congress, Donald M. 
Nelson last weekend approved an 
administrative order setting up the 
Office of Civilian Requirements 
within the War Production Board. 

The new agency, which super- 
sedes the Office of Civilian Supply, 
is headed by Arthur D. Whiteside— 
whose appointment as vice-chair- 
man of the WPB was announced by 
Mr. Nelson on April 15. 

Mr. Whiteside, a former execu- 
tive of Dun & Bradstreet, was not 
greeted with unmixed applause. To 
the thinking of many a retail exetu- 
tive, Mr. Whiteside was a “credit 
man,” and as such lacked the broad 
business experience — notably in 
merchandising—which the retailers 


Defense Transportation Eastman. 
Mr. Nelson will be chairman of the 
policy committee, and Mr. White- 
side will be vice-chairman. 


Given Relatively Wide Powers 


The new office is empowered to 
determine requirements for con- 
sumer goods and services and act as 
claimant agency for them; de- 
termine allocation of materials; de- 
termine the policies of WPB regard- 
ing rationing of consumer goods and 
services; review and analyze pro- 
posed orders and administration of 
existing orders to insure that the 
orders give full consideration to 
civilian needs, and to recommend 
changes. It may initiate the formu- 
lation of plans and programs for 
simplification of standardization of 
consumer goods; plan consumer in- 
formation programs with the di- 
vision of information and the Office 
of War Information; determine the 
impact of the manpower shortages 
upon the supply of essential con- 
sumer services and distribution— 
and, when necessary, determine the 
relative essentiality of goods and 
services, and report such determi- 


Has Liaison Duties 


Also in Mr. Whiteside’s field is 
the duty of a liaison man, and his 
job is to establish effective relation- 
ships with appropriate federal agen- 
cies concerned with cavilian supply 
and requirements in order to insure 
coordinated action. He must also 
prepare quarterly reports on pro- 
duction and supply of consumer 
goods for Mr. Nelson. 

The order and the new agency 
represent the War Production 
Board’s concessions to the swelling 
demand for better and more aggres- 
sive administration of the civilian 
economy. 

There is no doubt that the new 
order gives Mr. Whiteside a meas- 
ure of power never enjoyed by his 
predecessor, Joseph L. Weiner, but 
informed sources are somewhat in- 
clined to doubt that the power is 
anything more than the “paper 
power” theoretically wielded by 
many an administrator. 


Services “in the Saddle” 


These sources are inclined to 
think that the OCR office will 
quickly find itself jammed _ into 


OVER 


RIGHT 


THE 


FENCE! 


A bunt will often bring a man home from third. A hit will sometimes put 


a man on first, second, and third. But the play that brings the bleachers to its feet 


cheering is the sock over center-field fence. Now, 50,000 watts in the Siberian wilder- 


ness would be power without persuasion. But pivot them in Pittsburgh to take in all 


Allegheny County and the 71 tri-state counties which embrace 60 towns of 10,000 popu- 


lation or more, and you've got something. In short, you’ve got KDKA, which covers 


the outfield as well as the infield. Batter up! 


PITTSBURGH 
50,000 WATTS 


WESTINGHOUSE RADIO STATIONS Inc 
WOWO + WGL + WBZ + WBZA + KYW + KDKA 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


servers concede that Donald M. Ne}. 
son has maintained a friendly j)9¢j- 
tion toward civilian economy, ang 
has fought to avoid the bedrock 
standards advocated by some of the 
WPB palace guard, there are m any 
signs that the Army and Navy ; 
more firmly than ever in the \Wpp 
saddle. As the power of the A; 
and Navy grows in WPB, the power 
of the civilian economy—and, a 
ally, Mr. Nelson himself — grows 
proportionately smaller. 

So, Washington observers believe, 
the actual creation of the OCR 
means little. Due in large part to 
its being located directly in ap 
agency where military control is jp 
ascendancy, it is thought that OCR 
will have but little of the vas 
power granted it in Mr. Nelson's 
order. Another factor will be the 
usurpation of power previously 
wielded by other agencies, which is 
sure to be contested by the heads 
and executives of those agencies. 


Guild Becomes Partner, 
Agency Changes Name 


Walter Guild, 
vice - president 
and radio direc- 
tor of Sidney 
Garfinkel Adver- 
tising Agency, 
San Francisco, 
became a_part- 
ner, effective 
May 1. He has 
been associated 
with the organi- 
zation for the 
past four years. 

Coincidental 
with the new 
partnership, the 
head of the agency changed his 
name to Sidney Garfield, the new 
name of the concern thus becoming 
Garfield & Guild. New headquar- 
ters are in the Pacific Mutual Life 
Insurance building, 660 Market St. 


Over 43 Million Heard 
President's Coal Speech 


President Roosevelt’s radio 
dress to the nation on the coal 
strike was heard by a listening 
audience of 43,761,000 persons, ac- 
cording to a survey made by C. E. 
Hooper, Inc. 

The Hooper rating for the broad- 
cast was 56.7, based on reports from 
all parts of the U. S. This com- 
pares with a rating of 57.1 when the 
President spoke on Lincoln’s birth- 
day, and 46.2 for his Washington's 
birthday address. 


P & F Adds Account; 
Stylist Joins Staff 

Sarnoff-Irving, Inc., manufacturer 
of Halbrook hats and operator of 38 
men’s wear chain stores under the 
new name of Woodrow Stores for 
Men, has placed its account 
Pettingell & Fenton, New York. 

Louise Gordon has joined the 
agency staff as stylist and fashi 
coordinator. 


Walter Guild 
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THANKS } |ME 


...fora@ swell survey 


If isn’t every day that another publication tells our story as well as 
Time does in the current issue of Tide (May 1), though it has 
happened before. 


As a matter of fact, we now have on hand 69 surveys comprising 
384,000 votes (What Magazines Do You Like Best?) and in all but 


three or four Good Housekeeping is right on top. 


So, thanks, Time, for a valued addition to our collection, and if 


anyone else in the house has any more, we’re definitely interested. 


Survey Results: 


TIME IS ONE OF THE FAVORITE MAGA-— 
ZINES OF THESE BETTER WOMEN 

| SHOPPERS. ONLY MAGAZINES GETTING 
MORE VOTES WERE GOOD HOUSEKEEP— 
ING (75 MORE), LIFE (3 MORE). 


‘ 
r= 


MAGAZINES® VOTES | MAGAZINES® VOTES 


Good House. 332 McCall's 110 
Life 260 Better Homes 98 


coal 
ening 
ace 


2? —~ 


| TIME 257 Vogue 97 

S. BF. 242 W.H.C. 87 

—_— - PP 205 Collier’s 69 
if 38 Cosmo. 122 Amer. Home 67 


*Reader’s Digest excluded. 
_ For further details write to — 


IME 


9 Rockefeller Plaza, ‘New Yeu, N. Y. 
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Support Canada’s 
Victory Loan Drive 
Despite Tax Rule 


Special Tax Allowance _ 
Refused; Doubt It | 
Will Be Revived | 


(Picture on Page 47) 
Ottawa, Ont., May 5.—Refusal of | 
income tax authorities to grant a} 
special tax allowance for advertis- | 
ing contributed on behalf of Can-| 
ada’s 4th Victory Loan campaign 
seems to have had no effect—so far 
—in curtailing advertising support 
for the loan. 

Newspaper and periodical pub- 
lishers still have their fingers 
crossed as to what may happen 
before the drive closes May 15, but 
thus far it looks as if contributed 
advertising is at least equal to and 
in some areas ahead of what was 
contributed to the two loan cam- 
paigns of 1942. 

Actually, in view of newsprint 
rationing restrictions, many papers | 
have been almost embarrassed by | 
the amount of advertising offered | 
them in connection with the 4th| 
Loan campaign. For some, it has| 
been difficult to accommodate the 
volume of sponsored advertising | 
that has been offered, let alone 
additional advertising which might | 
have been forthcoming had income | 
tax authorities been more generous 
by way of special tax allowances. 


Feared Adverse Result 


Prior to the start of the campaign | 
on April 26 there were grave fears 
on the part of Canadian publishers | 
that unless special consideration | 
Was given to sponsored advertise- 
ments by way of an extra tax| 
allowance, the amount of contrib- | 
uted support for the loan would 
suffer. Tax authorities took a differ- 
ent view and contended that there 
was no justification this year for 
making any special concession. They 
argued that the general rules and 
regulations now applying to all 
advertising so far as income tax | 
was concerned gave ample scope | 
for supporting the Victory Loan| 
campaign. 

One of the arguments put for- 
ward was that in a great number of | 
cases, the shortage of materials or | 
the lack of products to merchandise, 
had cut normal appropriations con- | 
siderably below the level allowed | 
under present tax regulations, thus | 
giving ample leeway for contributed 
advertising to be used in support of | 
the campaign. Another point used | 
by the authorities was the fact that | 
newsprint and paper rationing was | 
already embarrassing many pub-| 
lishers who found it difficult to keep | 
close to or within the present re-| 
strictions. To encourage a special | 
flow of advertisements into the Vic- | 
tory Loan campaign would, it was | 
argued, only aggravate this condi-| 
tion. 


Sliding Scale Adopted 


Almost a year ago, Canadian | 
income tax authorities issued new 
instructions governing the relation 
of advertising costs as a business | 
expense. At that time a sliding! 
scale of special tax allowances was 
made so as to avoid penalizing 
advertisers whose business had ex- 
panded above the “normal” period 
or yardstick on which income tax 


“T see WEDF Flint Michigan is 


recruiting for the home guard.” 


/ness turnover had increased sharply 


| over the average of the 1936-39) 
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A clenched fist full of Canadian money, 
superimposed on a newspaper page 
carrying the “unconditional surrender” 
streamer, make up this dramatic example 
of the posters used in Canada's 4th Vic- 

tory Loan campaign. 


regulations are based. The maxi- 
mum allowance at that time was} 


10% in cases where profits or busi-' and using every medium. The goal ' $1,100,000,000, 


base period. 


However, as a special concession | , 


to encourage Victory Loan contrib- | 
uted advertising, two additional | 
allowances were made. The first 
was made in connection with the 
2nd Victory Loan campaign of Feb- 
ruary, 1942. It permitted an addi- 
tional tax allowance of 10% for 
advertising contributed on behalf 
of the campaign. The next allow- 
ance was for 5% in connection with 
the third campaign of November, 
1942. This allowance was in addi- 
tion to the earlier one, and meant 
that firms contributing to the two 
campaigns in that year were allowed 
in alla 15% “overage” on their base 
period so far as income tax was 
concerned. 

No decision for the remainder of 
1943 has been made, but unless 
there is a sharp falling off in con- 
tributed advertising during the re- 
mainder of the drive or unless the 
drive falls considerably short of the 
expected result, there is little likeli- 
hood of any change in policy and 
it is expected that the present 
schedule of tax allowances will con- 
tinue for the duration. 


Biggest advertising and merchan- | 
dising job yet tackled by Canada in | 
this war is this new Victory Loan 
campaign with its “Back the At- 
tack” theme running through of- 
ficial and privately-sponsored copy | 


Count Your Wany Blessings” 4 xaxn 
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ADVERTISERS SUPPORT CANADA'S DRIVE 
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BACK THE ATTACK 
Sons we'ce Meching the Attach | Why mat. we've gut ewer 2800 4 a 


ut CANCAR pals un the Anned Servigns alveady Th 
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CANADIAN CAR & FOUNDRY COMPANY Limitte 


The old hymn, “Count your many blessings,” was the inspiration for the advertise- 
ment, left, with which Dunlop Tire & Rubber Goods Co. is supporting Canada's 
4th Victory Loan drive. The advertisement is appearing in metropolitan news- 
papers throughout Canada, through Vickers & Benson, Toronto. Canada's loan 
slogan, "Back the Attack,” is the theme of the 1,000-line advertisement placed by 
Canadian Car & Foundry Co. in newspapers of its plant towns during the first 
week of the Victory Loan campaign. Copy was designed to bring home the fact 
that Cancar employes are not only producing tools of war, but are helping pay 


for them as well. 


is a total subscription of at least| week drive which started April 26 


during the three- 
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portant new theme into the cam- 
paign by setting up a separate quota 
for individuals as opposed to cor- 
poration or institutional subscrip- 
tions. Judged by Canadian stand- 
ards of war finance, the best Victory 
Loan dollars are those which come 
directly out of the pockets of wage 
earners or farmers—dollars which 
otherwise would go directly into the 
«tream of consumer purchasing 
power to bid for goods which in 
many cases “aren’t there” to buy. 

In the last Victory Loan drive 
(November, 1942) slightly more 
than 2,000,000 individual subscrib- 
ers purchased about $375,000,000 of 
ponds. To this was added corpor- 
ate, institutional and “special name” 
purchases of $615,000,000 making a 
grand total of $990,000,000. 


Seek Another Million 


In the present campaign, the goal 
is to get 3,000,000 individual Cana- 
dians to subscribe $500,000,000 to 
which it is hoped to add another 
$600,000,000 from corporations and 
“big names.” Canadian Victory 
loans include no subscriptions from 
chartered banks. The money is bor- 
rowed entirely from individuals or 
corporations. Thus the Canadian 
total ef $1,100,000,000 in this loan 
compares roughly with a stated ob- 
jective of $8,000,000,000 from non- 
banking sources in the recent U. S. 
war loan drive. 


drive is the introduction of a na- 
tionwide community contest with 
presentation of a trophy to the com- 
munity creating and executing the 
best promotional idea in support of 
the campaign. The national trophy 
is the privilege of having the name 
of the winning community inscribed 
on a Lancaster bombing plane. 
There are similar awards for five 
other communities which will get 
their names on Mosquito bombers. 

Alongside a stream of poster, 
radio, newspaper, magazine and 
other publicity the loan is being 
supported by public showings in 
major cities of the famous film, 
“Desert Victory,” to which is at- 
tached a_ special Victory Loan 
trailer. 


Two Join ‘Parents’ 


Philip G. Ormsby, formerly with 
Lord & Taylor, and John H. Muller, 
on the sales staff of Printer’s Ink 
for several years, have joined the 
Eastern advertising sales staff of 
Parents’ Magazine. 


To Station WKRC 


George R. Baker Jr., former 
account executive of Heintz Pick- 
ering & Co., Los Angeles, has 
joined the sales staff of Station 
WKRC, Cincinnati. Recently over- 
seas with the U. S. Army Engineers, 


'U. S. A.’ Monthly 
Launched by OWI 


Washington, D. C., May 5.— The 
Office of War Information this week 
cleared copies of a new monthly 


magazine, U. S. A., which will ap-| 


pear monthly—but not in this coun- 
try. 

The magazine, which does not 
carry advertising, is a small, 5% x 
4%4-inch booklet. It will, OWI em- 
phasizes, be circulated only abroad, 
and will not be given to troops. 

In its first issue, about 245,000 
copies of U. S. A. were printed with 
only 110,000 printed in English. 
Other copies were printed in French, 
Spanish, Portuguese and Norwegian. 
The cost of the first edition is about 
$17,000. 

Since its unfortunate experience 
with the first issue of Victory, OWI 
is careful to explain exactly what 
happens to the magazine. Copies 
are not available in this country, 
an OWI official declared, and re- 
peated that none would be sent to 
troops—but hedged with the state- 
ment that if the commanding of- 
ficer in outposts asked for copies for 
troops, presumably OWI would sup- 
ply them. 

U. S. A., however, would seem to 
be on fairly solid ground, since it 
contains only reprints of articles 


'densations from Fortune, Nation, 


| gest, Seapower, Yank and Coronet, 
|plus numerous vignettes and short 
jitems from other magazines. The 
lonly original material is an article 


'on the reclamation of the Tennes- | 
ay Bg . |A. Brown of Mortimer, Ltd., Cttawa, 


\see Valley area by Victor Wey- 
bright, former managing editor of 
Survey Graphic. 


Joins Ralph L. Wolfe 


Robert E. Mulvogue, active in the 
automotive advertising field for the 
past 15 years, has joined the crea- 
tive staff of Ralph L. Wolfe & Asso- 
ciates, Detroit agency. Mr. Mul- 
vogue was previously with N. W. 
Ayer & Son, McCann-Erickson, and 
more recently with Maxon, Inc. 


Byrne Joins Grant 

Austin Byrne, formerly’ with 
Blackett - Sample - Hummert, Chi- 
cago, and prior to that, with Lord & 
Thomas, has joined the New York 
office of Grant Advertising as a 
vice-president and account execu- 
tive. 


Life, Look, Newsweek, Reader’s Di- | 


Canadian Ad Club Elects 
At the annual meeting of The 

Advertising Club of Ottawa, Ont., 

Robert W. Ball, of E. B. Eddy Com- 


|pany, Ltd., Hull, was named presi- 


dent for the 1943-44 term. David 


was elected vice-president. 


Begins Campaign 

The Challenge Cream and But- 
ter Association, western dairy coop- 
erative, is releasing a new campaign 
using newspapers and_ outdoor. 
Copy, placed by Brisacher, Davis 
& Van Norden, Los Angeles, urges 
women to get the best with their 
ration points. 


Gerstenkorn Promoted 


Henry Gerstenkorn, who joined 
the Hollywood office of the Don Lee 
Network four years ago as promo- 
tion director, and for the past two 
years account executive in charge 
of national sales, has been promoted 
to the post of assistant general sales 
manager. 


One of the most important inno- 


Mr. Baker has received an honor-|from American periodicals. Repre- 
vations in the Fourth Victory Loan! 


able discharge. |sented in the first issue were con- 
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And so are 10,000,000 customers from 5 different states 
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ils out punishment to her enemies wherever she finds them. She also 


fighf/™xis with the powerful but more subtle weapon of propaganda. Planes 
o P P propae 50.000 WATTS, a clear channel, 


es Over occupied countries; magazines and newspapers print many mil- and five times the power of any 

a? : . a station within hundreds of miles— 
lionm@'es of war information, and advertising of bonds and other government that’s WWL! a 
rife Cross, armed services; industries publish morale building employee 
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7. hus paper from the three great mills of Champion carries the message your program, just one station 
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eo people at home and abroad; and also inspires greater pro- 


he only kind of messages that the Axis is able to understand. 


WPEION PAPER AND FIBRE CO., Hamilton, 


‘ILLS AT HAMILTON, OHIO... CANTON, N.C . 


Clare. 


. HOUSTON, TEXAS 
of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 


50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Nat'l Representatives, The Katz Agency, Inc. 
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Named Program Director 


Arnold B. Hartley, formerly with | 


CBS and KYW, Philadelphia, and 
for the past seven years program 
manager of WGES, Chicago, has 
been named program director of 
Station WOV, New York, effective 
May 1. Connie Porreca, who has 
been filling the position temporarily, 
will return to the post of assistant 
manager. 


Leaves Globe-Wernicke 


Clarence W. Hamilton, advertis- 
ing manager of Globe-Wernicke 
Company, Cincinnati, has resigned. 
No successor has been appointed 
and Mr. Hamilton, who is in Wash- 
ington, has not announced a new 
connection. 


BURTON 
BROWNE 


“No Burton Browne ¢elient 
- R@s a competitor with 
better advertising” 
CHICAGO + DEL. 3800 


Restaurateurs 
Asked to Use 
Wartime Copy 


Association Suggests 
Cooperative Series 
of Cleveland Agency 


Chicago, May 5.—The National 
Restaurant Association called on its 
state groups and local members this 
week to sponsor cooperatively a 
series of full-page newspaper ad- 
vertisements explaining their war- 
time plight to the public and prom- 
ising that the best possible service 
will be provided despite the emer- 
gency. . 

The association has mailed out to 
almost 60 active members a pros- 
pectus prepared by Lang, Fisher & 
Stashower, Cleveland agency which 
also handles the Stouffer restau- 
rants’ account. Stouffer Corporation, 
which operates’ restaurants in 
Cleveland, Pittsburgh, Detroit, Chi- 
cago, Philadelphia and New York, 
last month launched its first sus- 
tained advertising program in his- 
tory, using 6-column by 18-inch 
newspaper advertisements every 


diate weeks in those cities. 
| Suggested copy in the prospectus 
|is similar in character to Stouffer 
advertising and was approved by 
the association’s board of directors 
at a New York meeting April 23. 
The association does not advertise 
nationally, but believes the institu- 
tional series, sponsored coopera- 
tively by local restaurant groups, 
will help retain public confidence 
in the industry. The agency is to 
supply the mats on order from each 
association or group of restaurant 
operators. 


A “Two-Fisted Job” 


| Titled “A Vital Message to Amer- 
ica’s Restaurateurs,” the new booklet 
points out that operators, faced with 
shortages of food, manpower and 
equipment, have a two-fisted job to 
do in convincing the customer that 
they are not indifferent about serv- 
ice, cheating on food, profiteering, 
and generally taking advantage of 
the war situation. Restaurants can 
demonstrate that service is being 
maintained and that prices are rea- 
sonable by telling this new story in 
cooperative advertising, the presen- 
tation maintains. Everybody says 
“The railroads are doing a swell 
job,” the restaurateurs are re- 
minded, and the prospectus repro- 
duces outstanding examples of war- 
time public service copy by the 
carriers. 

Both sectional members and a 
/number of food advertisers have 
|supported the association’s eighth 


2’; inehes of expurgated weather 


There isn’t much you can say in a weather report 
today because it might give useful information 


to the enemy. 
Isn't there? 


There are as many as 55 pieces of local informa- 
tion packed into 2'4 inches in the daily weather The Bulletin,* 


report of The Evening Bulletin! 


different tastes 
to the readers’ 
way, that they 
print rationing 


city of homes. 


The weather report is just one small. specific there is more 


example of a big thing about The Bulletin 


careful, com plete, 


Giving as much news as possible, as much variety 


IN PHILADELPHIA—NEARLY 


detailed reporting and editing. 


*Circulation over #601 


Nici 


as possible, as much appeal as possible to widely 


enjoy a newspaper. 
people of Philadelphia spend an average of 53 
minutes reading their favorite newspaper. 


1,000—largest evening newspaper in America. 


EVERYBODY READS THE BULLETIN 


and interests. Using white paper | 


best advantage (a habit, by the 
appreciate in these days of news- 
). 


It is read in the evening when 
leisure and relaxation to really 
And surveys show 84% of the 


you know, goes home in the | 


__ EFFECTIVE COPY _ 


This is one of the series of Stouffer Corp. 
advertisements carried in dailies of major 
cities where it operates restaurants. 


National Restaurant Week, May 3-9, 
with advertising and promotion 
keyed by the patriotic slogan, ‘For 
Victory, Work More, Sleep More, 
Eat Well, Keep Well.” Among them 
is the Washington Restaurant 
Association, which took pages and 
half pages in dailies this week for 
institutional copy prepared by 
Romer Advertising Service. 

A recent advertisement of the 
Stouffer Corporation, whose head, 
Vernon Stouffer, is also president 
of the National Restaurant Asso- 
ciation, is headlined “17,000 tender- 
loin steaks, please.” It tells the 
shopper: 

“You’ve waited in line at the 
butcher’s and had your private little 
meal-planning headaches. But you 
were only shopping for a single 
family. How would you like the 
job of finding the meat—every day 
—for a whole community? That’s 
what our daily ‘shopping’ has to do 
—buy the food for thousands upon 
thousands of meals. And _ don’t 


——_— 


think we have any royal roa 
plenty, either! Meat shortage: 
just as ‘short’ for us as they are », 
Mrs. Jones.” 

Despite less variety on the ny 
ket, the Stouffer organization pr, 
ises diners-out that whatever 
be purchased “will be served 
typical Stouffer style, that you ; 
eat with relish and zest and e 
omy.” 

Restaurants did the best busin: 
since 1929 during the closing mont} 
of last year, according to the asso- 
ciation, and despite rationing, man- 
power shortages and other prob- 
lems, anticipate an equal volume 
for 1943. 


Audit Bureau Elects 
Nineteen New Members 


The Audit Bureau of Circulations 
has elected the following to ABC 
membership: Browne Vintners 
Company, New York; New England 
Telephone & Telegraph Company, 
Boston; Wildroot Company, Buffalo: 
and J. H. Williams & Co., Buffalo. 
Agencies elected to membership 
are: Batten, Barton, Durstine & 
Osborn, San Francisco; MacFarland, 
Aveyard & Co., Chicago, and Sher- 
man-Marquette, New York. 

Daily newspapers elected are: 
Bulletin, Martinsville, Va.; News, 
Midland, Mich.; and Tribune, South 
Haven, Mich. Weeklies: Indepen- 
dent, Dearborn, Mich.; Tribune- 
Press, Gouverneur, N. Y.; News, 
Nunda, N. Y.; Times, Owego, N. Y.: 
Advance, Patchogue, N. Y.; Rum- 
ford Falls Times, Rumford, Me. In 
the business paper classification are 
Pacific Marine Review, San Fran- 
cisco, and Radio Service Dealer, 
New York. 


Miss Dickson on Own 

A new organization, to be known 
as Sally Dickson Associates, New 
York, has been formed by Sally 
Dickson, who has resigned her posi- 
tion as president and executive di- 
rector of the National Needlecraft 
Bureau. Located at 299 Madison 
Ave., New York, the publicity and 
retail promotion organization will 
direct an intensive consumer educa- 
tional program for American Vis- 
cose Corporation, one of its ac- 
counts. 
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. j i WEEI a a ping facilities, and geographic : & 

Roche Features ae pcg joined Station Balanced City Is advantages of the city. The com. | “2nclite to RGR Insulation 
Hormones in Copy WEEI, Boston, as sales executive. Campaign Theme ao” home life also will be de- Company, Chicago, has appointed 


in Drug Papers 


New York, May 5.—Hoffman- 
LaRoche, Nutley, N. J., pharmaceu- 
tical house whose assistant to the 
president, E. Walter Bobst, startled 
the meeting of the National Whole- 
cale Druggists Association held in 
Chicago last month with the predic- 
tion that sex hormones would 
quickly overtake and perhaps out- 
distance the phenomenally sensa- 
tional vitamin in drug store sales 
(AA, April 19), is already heavily 
engaged in ethical promotion of 
these hormones. 

In a smashing spread in Drug- 
Topics, Roche-Organon, Inc., affili- 
ate of Hoffman-LaRoche, offered 
druggists a copy of “Sex and Gona- 
dotropic Hormones,” described as “a 
wealth of hormone knowledge con- 
densed into a compact manual,” and 
urged druggists to maintain ade- 
quate supplies of hormones in stock. 


Sales Doubled 


“The momentum of Roche-Or- 
ganon’s extensive ethical advertis- 
ing and detailing is increasing and 
directing more prescriptions to your 
pharmacy,” the advertisement said. 
“Look at this record: From the first 
of the year to date, more than 
3,000,000 printed advertising mes- 
sages dealing exclusively with 
Roche - Organon hormones have 
been mailed to doctors. 

“Today Roche-Organon sales are 


running twice as great as a year| 


ago.” 


products now available have never 
been advertised to the public, and 
are not likely to be, for a consider- 
able time, at least. 
the little-known products has been 
centered entirely on the medical 


profession up to the present, with | 


dissemination of knowledge about 
their use and effectiveness now 
reaching the pharmacist stage. 


Bourne Ruthrauff 
Takes Red Cross Post 


ly 


F. Bourne. 


Ruthrauff, vice- 


count executive 
Ryan, New York, 
has been granted 
an indefinite 


Cross. 


F. B. Ruthrauff Mr. 


duties May 10 in Washington, D. C. 


Ads Introduce Pedees 


Gold Mark Hosiery Company, 


New York, has scheduled a new | 


advertising campaign in major 
fashion magazines to promote its 
Gold Mark Pedees, anklets which 
may be worn with or 


tockings. Norman D. Waters &| 
Associates, New York, handles the 
account. 


Collins, Miller & Hutchings 


‘hoto-engravers in Chicago 


‘07 North Michigan Avenue 
Franklin 9854 


The ten Roche-Organon hormone 


Promotion of | 


president and ac- | 


of Ruthrauff &) 


— leave of absence 
to accept an ap- 
pointment as 

¢. chief of the radio 
‘ section of the 
a j American Red) 


| 
Ruthrauff | 
will assume his} 


without | 


Mr. Swift was formerly with P. 
Lorillard Company and Carnation 
Milk Company, New York, and 
more recently an account executive 
with Joseph Hershey McGillvra, 
radio station representative, New 
York. 


Nichols Joins K&E 


Frederick H. Nichols, previously 
associated with Kelly, Nason, Inc., 
luynn Baker Company, and for 12 
years in the New York and Kansas 
City offices of Batten, Barton, Dur- 
stine & Osborn, has joined Kenyon 
& Eckhardt, New York, as an ac- 
count executive. 


Bloomington, Ill, May 5.— 
Agricultural and industrial wealth 
are visualized as the principal in- 
gredients of a balanced community 
in the opening advertisement of a 
new series for the Bloomington 
Association of Commerce in its bid 
for postwar industries. 

Initial copy, emphasizing Bloom- 
ington as “The Balanced City,” ap- 
peared in the May 3 issue of 
Newsweek. Subsequent small-space 
ads will appear in the same maga- 
zine regularly during the next 12 
months, discussing decentraliza- 


tion of industry, chemurgy, labor, 
|natural resources, power and ship- 


“Postwar planners are thinking in 
terms of better living conditions not 
only for plant employes but execu- 
tives’ families as well,” George F. 
Reeder, association secretary, de- 
clared. “Here in McLean county a 


man can own a good farm and! 


enjoy country living while only 15 
to 30 minutes from his office or 
business. We believe this has a 
definite appeal to executives respon- 
sible for most of the postwar transi- 
tion that is sure to come. That is 


the message we plan to get over to} 


top-ranking businesses, industry 
and government executives in our 
advertising.” Kane Advertising 
handles the account. 


Ruthrauff & Ryan as its agency. 
|National magazines 
|papers will be used. 


Rheinstrom New Director 


Carroll Rheinstrom, executive 
vice-president of Macfadden Publi- 
|cations, New York, was elected to 
the corparation’s board of directors 
at the annual stockholders’ meeting 
my 27. 


and business 


To ‘Financial Post’ 

Melville M. Greig, formerly with 
Southam Press, Toronto, has been 
appointed promotion manager in 
charge of subscriptions and adver- 
tising, Financial Post, Toronto. 
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This powerful combination is serving their needs 
through such published and broadcast features as: WLS 
market reports and Prairie Farmer market forecasts: 
Prairie Farmer homemaking pa 


maker broadcasts; 


| And here’s proof that these»working families DO 
| depend on Prairie Farmer and WLS: A U.S. Depart- 
ment of Agriculture survey shows that 12 times more 
listeners regularly use WLS market reports than those 
from any other station in this area . . . Prairie Farmer 
Homemaking Editor last year received 101,607 letters! 


Use the 


% 


~ to Double Your SALES Power ca Pracne Farmer Land / 


BURRIDGE D. BUTLER, Publisher 


enue 
il 


RAIRIE FARMER personalities are heard on WLS 

..- WLS personalities are read in Prairie Farmer 

... but the wedding of the two goes further than 
that: Prairie Farmer and WLS are performing a single 
task in keeping the earning family informed! 


WLS “Scho 


Such service helps drive your sales message DEEP 
into this prosperous market! 


s and WLS home- 
Time” broadcasts 
and Prairie Farmer’s Junior pages. There are others. 
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Matheson Suggests 
Method of Planning 


No business is too small to con- 
tribute its part to industry in recon- 
verting from war to peacetime 
activity with a minimum loss of 
time and in helping to provide a 
high level of employment and pro- 
duction, and the same principles of 
planning apply to small as well as 
large companies, W. A. Matheson, 
vice - president, Williams Oil-O- 
Matic Heating Corporation, Bloom- 
ington, Ill., contends. 

In an address on “Postwar Plan- 
ning,” presented before the Peoria 
Advertising & Selling Club recently, 
Mr. Matheson suggested five steps 
companies should take in proceed- 
ing along this line. 

The first step, he said, is to estab- 
lish an objective. Insofar as possi- 
ble, the objective should be set forth 
in quantitative terms. For example, 
if a firm did a volume of business in 
1940, the last full peacetime year, 
of $50,000 when the total national 
income was 100 billion dollars, it 
woud be fair to assume, all other 
conditions being equal, that a fair 
volume objective in a postwar year 
of 150 billion national income would 
be from $65,000 to $75,000. 

“The second step is to measure 
present and immediate past per- 


objective in order to determine the 
difference between what we have or 


to do,” he said. 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


cordance with the relation of one 
activity to another. 

“The fifth step is the development 
of means for getting action. No 
plan, however good, has much, if 
any, value unless it is properly im- 
plemented, put into action. No plan 
will produce maximum results 
unless it is adjusted to changing 
conditions, and this leads to the 
sixth and last step, namely, periodic 
examination and review.” 

There are those who will object 
to doing postwar planning, Mr. 
Matheson continued, some of their 
objections taking the shape of: 
“Let’s win the war first;”’ “We can’t 
plan now—we don’t know what will 
happen in the future;” “We don’t 
have the time;” “Our company is 
different; and “It’s no use.” 

“It would be easy enough to 
answer these objections by replying 
that defeatism brings its own re- 
ward, defeat. But there is a stronger 
answer,” he added. “These objec- 
tions themselves point up the basic 
fact that there is no alternative to 
planning for high production and 
employment levels other than de- 
feat. 

“It is the studied opinion of those 
qualified to judge that if we defer 
winning the peace until after we 


have won the war, our freedom will | 
formance in terms of this larger| be placed in great jeopardy. Unless | 
|we start NOW working on a pro-| 
|gram to provide jobs—millions of | 
have had to what we want or plan|them—in peacetime industries in| 


the shortest possible space of time 


“The third step is to make a plan/|after hostilities cease, we will have 
in terms of physical facilities and|mass unemployment for too long a 


equipment, organization, 


finance,| period. History shows clearly that 


etc., in order to determine what/|if there is too much unemployment 
additional or new facilities and|for too long a time, and Germany 
equipment are needed; if a change | and Italy are two good examples, 


in location is needed, what training | 
will be required to equip organiza- | 


a free society gives way to dictator- 
ship. The peace most certainly will 


tion to meet new market conditions, | have been lost, if—in the postwar 


etc. 


plan into periods or stages in ac- 


|period—our free society is sup- 
“The fourth step is to divide the | 


planted by a regime of regimenta- 


'tion.” 
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DONT LET 17 HAPPEN 70 YOU 


Don't let your advertising ‘‘take a rest’’ for the duration. 


Consumer memories are short. 


If you can’t deliver the goods 


... deliver a message. Keep million dollar trademarks alive 
on ‘‘Main Street” at ‘penny costs’’ with Meyercord Decal 
Window Signs and product identification. 

Meyercord Decals require no essential metals. Decal spot 
window and door signs, trademark and product reproduc- 
tions, window valances, back bar, mirror and display case 
signs provide colorful, constant reminders of your desire to 
sell and serve. They're durable, washable, easy to apply and 
inexpensive. Millions now in use. Send for complete details. 


Don't let 


“out of sight — out of mind” endanger your 


business! Address Department 1305. 


oul 


Decal x 
night-and-day. all-weather 
of the backroom” 
point 
acks more publicity 
ue Per Square inch fora 


indow Sign’ are 


of sale advertising 


- FAST+ COLORFUL + DURABLE IDENTIFICATION 


MEYERCORD DECALS 


THE MEYERCORD CO.* 


5323 W. LAKE ST., CHICAGO, ILL. 


Hinde & Dauch Paper Company, 
Sandusky, O., has retained Arthur 
S. Allen as color consultant as part 
of a postwar planning program to 
develop corrugated shipping boxes 
and packayes for new products and 
advanced marketing methods pre- 
dicted for the future. Mr. Allen is 
president of All Color Company, 
Inc., New York, and is widely 
known as a Munsell system colorist. 


* af a 


American Builder is launching a 
campaign to stimulate a _ private 
enterprise program of postwar home 
building. With a satisfactory post- 
war finance plan available through 
the Federal Housing Administration, 
Joseph B. Mason, editor, says pri- 
vate builders will be able to erect 
a million houses a year at prices 
ranging from $2,800 to $8,000. With 
such a program, he points out, the 
need for costly public housing 
would be diminished and could be 
confined largely to reconstruction of 
slum areas in cities. 


* * * 


“Postwar Economic Problems’”’ is 
the title of a new book published 
by McGraw-Hill Book Company. 
The volume is edited by Seymour 
E. Harris, on leave from Harvard 
University as Director of Office of 
Export-Import Price Control, OPA, 
and contains 23 contributions by 
authorities on various phases of the 


subject. Subjects covered’ are 
grouped under the following heads: 
The Issue of Full Employment; The 
State of Capitalism; Statistical In- 
formation and Economic Policy; 
Fiscal and Related Problems; Labor 
and Social Security; Agriculture 
and Related Problems; International 
Economic Relations; and Postwar 
Controls. The price of the 417-page 
volume is $3.50. 


* * * 


A Republican committee to study 
wide range postwar domestic prob- 
lems, including jobs and social se- 
curity for all, has been appointed 
by Joseph W. Martin Jr., House 
Republican leader. Rep. Charles A. 
Wolverton, N. J., is chairman of the 
33-member group. The committee 
will probe all phases of postwar 
domestic problems and be prepared 
to advocate or oppose measures that 
will best promote a better life for 
the people of America, Rep. Martin 
has announced. 


Named Bendix V. P. 


J. S. Sayre, president of Bendix 
Home Appliances, South Bend, Ind., 
has announced the election of C. V. 
Calkins as vice-president. Mr. Cal- 
kins, who has been associated with 
the company since 1937 in a sales 
executive post, will head the com- 
pany’s sales activities. 


eS ———_ 


Named Ad Manager 


Thomas Francis has been 
pointed advertising manager 4, 
Tune In magazine, a publication , 
D. S. Publishing Company, Ney, 
York. Mr. Francis was formerly 
with The Woman and for many 
years with Photoplay. ‘ 


Named Sales Head 


Industrial Abrasives, Inc., Chj- 
cago manufacturer of coated abra- 
sive discs, has appointed W. B. \use 
sales manager. Prior to his appoint- 
ment by Industrial, he was sales 
manager of Sterling Tool Products 
Company. 


Dickinson Joins ‘Topics’ 

Edward S. Dickinson, formerly 
with Station WBBM, Chicago, has 
joined Topics Publishing Company 
as western manager of Food Field 
Reporter and Drug Trade News. He 
will make his headquarters in Chi- 
cago. 


‘Pilot’ Reduces Size 
Effective with the June 15 issue 
The Sportsman Pilot will reduce its 
trim size from 10 x 13 to 8% x 114 
inches. New rate cards __incor- 
porating this and other mechanical 
changes will be issued shortly. 


Ly 
if (4 


he shone out with all his warmth 


DEPART MEN 


Disputing over which was the more 
powerful, the North Wind and the 
Sun agreed to rest their case on a 
test : which could more rapidly strip 
a wayfaring man of his clothes? 

The North Wind blew with all 
his might, but the keener his blasts, 


the more closely the Traveller 
wrapped his cloak about him. The 
Wind gave up. 

Then the Sun made the try. 
Rising gradually higher in the sky, 


Feeling the blistering rays, the 
Traveller took off one garmen' 
after another, until at last, fairly 
overcome by the heat, he undresse | 
and bathed in a stream that lay 19 
his path. 
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voted largely to a discussion of|is just a bit out of line.” He said | cific wartime board of strategy, Wil- | “Adventures of Tom Saw yer,” pro- 

n Are Asked radio and the postwar’ world.| program, product and commercial|liam B. Miller, manager, public poeee bet oe eee OS SRMTER, re 

me Broadcasters, educators and civic} should be in complete harmony. service department, National Broad- gre Bg Boge: a aan gO 
leaders were told that people are| Faced with a loss of some of the| casting Company, told the Institute) .ujitural programs, “Best Plays of 

becoming more interested in public] participants to the armed forces,|Friday. Because radio in peace- | 1942.” produced by Canadian Broad- 


to Help Solve 
Radio's Problems 


Columbus Institute 
Also Hears Praise 
of Wartime Programs 


‘olumbus, O., May 4.— Lack of 
interest and participation of adver- 
tisers and their agencies in the 
effort to solve the wartime and 
yostwar problems of radio was de- 

d this week by some of the lead- 
ers " attending the 14th Institute for 
Education by Radio. 

Speakers declared that if adver- 
tisers and advertising agencies are 
not pleased with events as they de- 
velop in the postwar period, inso- 
far as they relate to advertising and 
merchandising by radio, they will 
have only themselves to blame. The 
four-day Institute, which closed 
Monday afternoon, is held each year 
under auspices of Ohio State Uni- 
versity. 

The closing session, which sum- 
med up the entire meeting, was de- 


~ 


issues and are going to hear more 
about them on the radio. Adver- 
tisers, it was said, must share to a 
greater degree than ever before the 
responsibility for what is said over 
the air on public questions. Radio 
offers a public service, it was 
pointed out, and those who use it 
must steer their course carefully 
and intelligently. 


Praises S. C. Johnson Show 


“The Fibber McGee and Molly 
program dealing with the black 
market in meat did more than all 
the speeches and pleas over the 
radio to counteract this evil,’ de- 
clared Lyman Bryson, director of 
education, Columbia Broadcasting 
System, who presided at the closing 
session. “This broadcast showed 
how a commercial program can be 
used to correct evils and promote 
wholesome causes.” 

In the opinion of L. S. McDaniel, 
Morris Harvey College, Charleston, 
W. Va., a program should not be out 
of harmony with the product which 
it advertises. “It is an anticli- 
max,” he said, “when, after a pro- 
gram of refinement, the announcer 
starts to ballyhoo some _ product 
which, in the minds of many people, 


the difficulties of travel and other 
problems arising out of the war, 
those in attendance at the Institute 
were asked if an attempt should be 
made to hold another Institute next 
spring and sentiment was entirely 
in favor of continuing the sessions. 


Outlines Television Sphere 


Gilbert Seldes, CBS television 
program director, said that ad- 
vancements made by electronic en- 
gineers in the field of military com- 
munications would give television a 
tremendous boost after the war is 
over. “Television will not destroy 
the mevies and the radio any more 
than the movies destroyed the stage, 
or radio destroyed the movies,” he 
said. “Each has its own sphere and 
its own function to perform.” 

James L. Fly, chairman of the 
Federal Communications Commis- 
sion, said the FCC’s purpose as far 
as radio is concerned is to make it 
function most efficiently to meet 
the people’s interests and to “keep 
it free from abuse, either from pub- 
lic or private interests.” 

The many outstanding contribu- 
tions made by national networks to 
the war effort have been carried 
through without the help of a spe- 


OME manufacturers, like the North 

Wind, hope to blast their way into 
neglected markets after the war is won. But 
how much better, more certain, and even 
less expensive it is to depend on the genial 
sunshine of goodwill gradually generated 
now and for the duration by maintaining 
adequate contact with the trade through 


advertising! 


Department stores, especially, are worth 
steady cultivation now. They’ve long been 
the largest, most stable, most forceful out- 
let group. And among all retailers, they are 
now the ones most sure to retain their iden- 
tities through the whole tough period of 
the war... most sure to be well-organized 
and ready to resume full-scale sales action 
when your postwar line is ready for market. 

Whether or not you now have anything 
to sell, you can prepare the way for profit- 
ible sales on V-day and after by working 
interest, and 
enthusiasm of the entire store management 


now to win the confidence, 


team. 


vertising and display by leading stores everywhere . . 
of of DSE readership and value to readers . . . 


ie to advertisers. 


E has done it again! Our recent survey of servicemen’s 
t preferences, which wowed the country, is now followed 
a similar study among WAVES, WAACS, and SPARS. 
ported in the April DSE, this scoop is now being used for 


it. None? Tell why . . 


Department Stores 
ill respond to the Warmth 
of Persuasion 


With a consistent advertising schedule 
in Department Store Economist, you can 
reach all the important members of this 
team — key buyers, merchandise mana- 
gers, training directors, and other execu- 
tives in the 6900 top stores in the country. 

Have you goods for sale? Tell them about 
. so they can explain 


to their customers, and keep your name in 


agement team 


hence also 


good grace. Have you plans for the future? 
Plug them . . . make the big stores want to 
get in on the ground floor. 

To get in, to stay in, to improve your 
status in this rich market, talk to the man- 
now, 
Department Store Economist. 


regularly, through 


LORE BCONOMIS 


A Chilton @ Publication 


CCA — 30,000 


'00 EAST 42nd ST., NEW YORK CITY © PHILADELPHIA: 56th and Chestnut Sts.; CHICAGO: 
29 East Madison St.; CLEVELAND: 1836 Euclid Ave.; BOSTON: 10 High St.; WEST COAST: 


simpson-Reilly, Ltd., Garfield Building, Los Angeles; Russ Building, San Francisco. 


| factions, 


time and war is constantly prepared 
to meet emergency problems, he 
added, a controlling group of this! 
nature has not been needed. 


| by primary 


Provided Equal Chance 


For months before Pearl Harbor, 
Miller told the convention, NBC 
maintained a balance in broadcast 
time allotted to the nation’s lead- 
ing factions. Hence, when war was | 
declared, the network and its af- 
filiates could state that opposing po- 
litical groups had had equal oppor- 
tunity to reach the American people 
with their respective arguments. 

The Advertising Council, Mr. 
Miller said, has acted to eliminate 
aimless broadcasts and to 
available time to the various gov- 
ernmental needs. Coordination in 
the use of talent, technique and ad- 
vertising channels, effected by the 
Council, he explained, “made use of 
sponsored and sustaining time alike 
on networks and stations. It was 
supported enthusiastically by the 
networks, sponsors and representa- 
tive station groups who together 
had framed the voluntary plan of 
cooperation. 

The Council, he said, ended the 
growing resentment of listeners to 
the frequent cancellation of sched- 


| cation 


jsales staff of Station WIND, 


allocate Chicago, 


uled programs on all networks 
simultaneously, to provide air time 
for unimportant and _ duplicated 
statements by individuals and or- 
ganizations. In the place of this 
hit-or-miss programming, created 
by the insistence of governmental 
the coordinating agency 
was enabled to select for multinet- 
work coverage only essential broad- 
casts such as those by the President. 
This control 
“well intentioned but 
public officials” from snaring 
networks for the same speech. 

Mr. Miller called the convention’s 


praise from civilians 
forces alike. He named NBC’s 
“Army Hour” and “Day of Reckon- 
ing”; Columbia’s “Man Behind the | 
Gun”; the Blue Network’s “Men, 
Machines and Victory”; 
tual’s “This Is Our Enemy.” 


Delay Network Awards 


Judges of the Institute’s 7th 
of educational radio programs said | 


that because of unexpected difficul- 


series on the basis of listening by | 
selected persons throughout 
country, it was impossible to com- 
plete the selection for awards in the 
network classification. These are to| 
be announced later. This is the} 


have been judged in the field. 
Entries made by regional and local 
stations, as well as by national, 
regional and local organizations, 
were judged upon the basis of ex- 
hibits and*sample recordings. 

The judges, Elsie Dick, MBS, 
Clinton Johnston, CBS, and William 
B. Levenson, Station WBOE, Cleve- 
land Public Schools, called particu- 


tried to imitate the larger radio 
groups failed to produce successful 
shows; but that where their own 
resources were used to the fullest 


extent outstanding programs re- 
| sulted. 

Awards among regional network, 
|regional or clear channel stations, 


and national or regional organiza- 
tions included: 

Women's programs, ‘Wartime 
Women,” produced by KOIN, Port 


jland; cultural programs, “Let's Learn 
Spanish,” produced by Time, Inc., and 
broadcast WQXR, New York 
also “Civilians in Service,” produced 
by WHA, Madison, Wis.; publie dis- 
eussion programs, “Labor Arbitra- 
tion,’ produced by WMCA, New Y« rk; 
personal and family life pyr - 
‘Abe Andrews,” produced by WOWO 
|} Ft. Wayne, Ind.; news interpretation 
programs, Outland Speaks pro 
duced by Denver Public Library 
| Rocky Mountain Radio Couns 
;} cast over KLZ, Denver 
furtherance of war 
fuse to Die,” produced by 
New York; children 
| listening out of school 
Bookshelf,” produced by 
Junior 

burgh 

primary 
produced by 


over 


and 
il, broad- 
programs in 
effort, “We Re- 
WNEW, 
programs for 
Children’s 
Pittsburgh 
League, over KDKA, Pitts 
programs for use in school by 
children, “Let's Find Out,’ 
WHA, Madison; pre 
for use in school by junior 
jhigh school students, 
School Broadcast,” produced by Stand- 
ard Oil Company of 
|} broadcast over KPO 

One award was 
station and 


eran 
and senior 
“Standard 


California 
San Francisco 
in the loca 
organization group 


made 


| 


prevented numerous | 
ill - advised | 
all | 


attention to numerous outstanding | 
wartime programs that have evoked | 
and armed} 


and 1 


American exhibition and citations | 


ties encountered in judging network | 


the | 


first year that network programs | 


lar attention to the fact that with | 
few exceptions local stations which | 


casting Corporation; 
grams for listening out of school, 
“Magic Carpet,” also produced by 
CBC; and programs for use in school 
children, “Junior School 
produced by Nova Scotia edu- 
department, broadcast 
CBA, Sackville, N. B. 

In a special category,’ WOR, New 
York, was given an award for “Death 
on Wheels,” produced by the station's 
war services and news department in 
an effort to cut down nighttime auto 
accidents on New York streets and 
highways. 


children's pro- 


Music,” 
over 


Reed Joins Rambeau 

Frank M. Reed, formerly on the 
and 
prior to that radio time buyer for 
Stack Goble Advertising Agency, 
has joined the Chicago 


| sales staff of William G. Rambeau 


Company, radio station representa- 
tive. 


Forms Promotion Staff 

Station WAGA, Atlanta, has cre- 
ated a new promotion department 
under the supervision of Ewald 
Kockritz, previously promotion 
manager of Station WSAI, Cincin- 
nati. The department will handle 
the station’s sales and station pro- 
motion, merchandising, publicity 
and trade relations. 


MANAGEMENT 
| IN CHARGE OF 
TRANSPORTATION 


Send today for your FREE copy 
of “A Guide To Effective 
Freight Transportation Promo- 
tion” and read what Shippers 
all over the country have to say 
about current Transportation 
| problems — Rail... Highway 
... Water... Air Transport. 
Never before has there been a 
timely, factual manual of this 
nature published. Sales and 
Advertising Executives will 
also find it helpful in produc- 
ing effective campaigns. 


TRAFFIC WORLD ‘ 

420 So. Market St., Chicago, IL. 

Gentlemen: Please send copy of “A Guide To 
Effective Freight Transportation Promotion 
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U. S. Rubber 
Opens Drive to 
Save Truck Tires 


New York, May 5.—United States 
Rubber Company has opened a 
summer advertising campaign using 
pages and spreads in 12 business 
papers to augment its greatly ex- 
panded “U. S. Transportation Main- 
tenance Program,” in operation for 
the past year, and to help get the 
country over the “last hump” of tire 
shortage. 

Under the U. S. Rubber plan, 
which is designed to aid the over- 
all work of the Office of Defense 
Transportation in its job of keeping 
trucks rolling by making tire in- 
spections, repairs and replacements, 
an inspector provided by the tire 
distributor examines each tire and 


Send for this FREE BOOKLET 


by an agency doing an outstanding 
job for the small budget advertiser. 


WILLIAM BALSAM Aducrtising 


540 N. MICHIGAN 
CHICAGO 


tube on the trucker’s fleet and sub- 


mits a written report on the condi- 
tion of all tires and tubes, certify- 
ing the need for replacements. 

Forms are also provided for use 
by the fleet operator to compile 
necessary data for every truck as 
required on a monthly report to 
ODT, in addition to a booklet enti- 
tled “How to Save Truck Tires,” a 
truck tires inflation chart, heavy 
service tire manual, tire mileage 
record cards, and U. S. truck con- 
servation corps decals. 

Trucks Vital Factor 

Pamphlets, books and _ garage 
posters will reinforce the drive. One 
booklet which is part of the cam- 
paign points out that while in 
World War I trucks were not vital 
transportation factors because the 
railroads were better equipped with 
freight cars, this war cannot be won 
without trucks due to the magni- 
tude of shipping requirements. 

Citing the case history of one fleet 
operator, the booklet reports that in 
the 12 months between April 1, 
1939, and March 31, 1940, with his 
tires receiving average care and 
service, 2,011 tires went out of serv- 
ice with an average mileage of 
26,089 miles per tire. When his 
tires were given complete service 
under expert direction, however, for 
approximately the same amount of 
travel from April 1, 1940, to Dec. 
31, 1941, only 812 tires became 
casualties with average service per 
tire of 38,377 miles. 


OPA Price Ceiling: 
Written Into Law 
by N. Y. State 


Albany, May 4.—All price ceil- 
ings and regulations issued by the 
Office of Price Administration are 
now law in New York State under 
a resolution adopted last week by 
the State War Council, headed by 
Gov. Thomas S. Dewey. 

Regarded as the most sweeping 
action ever taken by this body, Gov- 


ernor Dewey emphasized that if) 


other states “do not fall in line,” 
or if the OPA fails to improve its 


policies, New York might have to} 
abandon its action and allow living | 


costs to soar above price ceilings. 

The Empire State’s endorsement 
of OPA policies thus empowers 
Mayor LaGuardia’s police force of 
18,000 men to make arrests and 
prosecute under state law all price- 
ceiling violators, with this authority 
invested in all local enforcement 
agencies throughout the state. Max- 
imum fines up to $25 or five days 
in jail may be imposed. 


Appoints Ray-Hirsch Co. 

Reliance Pencil Corporation, 
Mount Vernon, N. Y., has appointed 
Ray-Hirsch Company, New York, to 
handle its advertising. Magazines, 
industrial and business papers and 
direct mail will be used. 


Ss | Sales Managers Club, 


— 


Western, Changes Title 


The Sales Managers Club, West- 
ern Group, a trade association of 
radio parts manufacturers which 
has been functioning for more than 
ten years, has changed its name to 
the Association of Electronic Parts 
and Equipment Manufacturers, to 
be known to the trade as E. P. & 
E. M. The association, which now 
has over 50 members, made this 
change so as to be readily identified 
with the industry which it repre- 


sents. There will be no change in 
the functions of the organization. 
| Jerome J. Kahn is chairman of the 
group. 

The Sales Managers Club, East- 
ern Group, has not changed its 
name but will continue its identity 
and affiliation with the Western 
Group as heretofore. 


Anfenger Promotes Trapp 

C. H. Trapp, who has been service 
director of Anfenger Advertising 
Agency, St. Louis, has been pro- 
moted as vice-president and crea- 
tive director of the agency. 


Petrik to Ferry-Hanly 

John G. Petrik has joined the 
copy and service staff of the New 
York office of Ferry-Hanly Com- 
pany. Mr. Petrik was formerly 
active as copy and advertising coun- 
| sel in Philadelphia. 


ADVERTISING 


As American as Yankee Doodle, advertising skill- 
fully used is a motivating force second to none in 
power and effectiveness. A big part of today’s 
advertising is fighting for freedom just as vigor- 
ously and as effectively as it fought for and won 
sales and markets in peacetime. 

Keeping our armed forces supplied with the 
material they must have to win the war calls for 
sacrifices and cooperation from all civilians. Adver- 
tising “‘sells’’ civilians on the need for their cooper- 


ation and sacrifices. 

This summer, millions of backyard victory 
gardens will add to the nation’s food sup- 
ply because advertising “sold” the need for 


FIGHTS, TOO! 


victory gardens to millions of people. Billions 
of dollars worth of war bonds and stamps 
are sold by advertising. Better health for our peo- 
ple through better diet is a natural result of the 
nutritional advertising released by many manufac- 
turers and public utility companies. In conserva- 
tion programs, salvaging campaigns, recruiting, and 
in many other ways that help to bring victory near, 
advertising fights for cooperation—and gets it! 
Farsighted businessmen will see that this good 
work is continued for the duration. 


BUY 


UNITED 
STATES 
WINGS 
DN DS 
ro STARS 


KIMBERLY-CLARK CORPORATION 


a 


eo 


At Kimberly-Clark Corporation we are 
proud that much of the greatest advertising 
in America is printed on our papers. 


Start National a 
Advertising of 
Bottled ‘Trans’ 


Paris, Tenn., May 5.—First 
tional advertising of Trans, ‘the 
original bottled toothpaste,” 
launched this week with small-sp; 


copy in Mactaq- 

uow—No ovo TuBE GoD. Women's 
NEEDED TO GET THIS CLOUD. The same 
appeal to women 

ottled. buyers is sched. 


uled to appear jn 
the Fawcett W 
men’s Group ; 
month. 


-s. 
TOOTH “= 


’ POURS FROM THE BOTTLE 


Trans, Mar. 
keted by Golden 
Peacock, Inc., 
first was intro- 

“duced last No- 
avember (AA, 
Nov. 30) with 


I hard-hitting test 

copy that made 
the most of the 
edict requiring 
buyers of toothpaste in tubes to 
trade in an old tube for each new 
one. 

Since then, according to F. X. 
Trimbach, sales have far exceeded 
expectations and the company has 
appointed sales representatives in 
Chicago, for the Central West; in 
Cincinnati for the Central area; and 
in New York City for metropolitan 
New York, Long Island and north- 
ern New Jersey. 

The company also reports a heavy 
sales increase for Golden Peacock 
| bleach creme, with the first quarter 
/of 1943 76% ahead of last year. It 
has been impressing both dealers 
and consumers with the fact that 
the product, normally a summer- 
time item, also has wintertime uses. 
Continued advertising of the prod- 
/uct through the summer is planned. 


Named Promotion Head 


| Bobbe Donner, formerly publicity 
j}and advertising director for Fish- 
|man’s, Elizabeth, N. J., has been 
/appointed promotion director for 
| Fashion Accessories, New York, a 
| Haire publication. 


NOW 
5,000 WATTS 
DAY & NIGHT - 600 KC 
| The Only Columbia 
Station in Maryland 


PACL H. RAYMER CO, Hat'l Seles Representative 
NEW YORK . CHICAGO - SAN FRANCISCO . LOS ANGEL! 
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ANP ° | published by MacLean Publishing | structor in navigation and served as 
WPB ODT Map Th gp howsrstigha ace Admen in the Company, Toronto, has joined the| navigation officer on the training 
] e Philadelphia Record — the | | Royal Canadian ordnance corps. | ship USS Newport. Later serving 
Evening News of North Tonawanda | Armed Forces A. D. Stubbings, account execu-j|as executive officer, he resigned in 
and Tonawanda, N. Y., have become | tive of J. J. Gibbons, Ltd., Toronto,| 1924, joining the Knickerbocker 
Pian 0 onserve voanagag Ben Tnad "Scene Pea ihas left the agency to report to| News in that year. 
1S1INB, ical ispaper at , “ | Lachine, Que., where he will work) Martin Revson, general sales man- 
a- P lishers Association. Be essen " oo pg Brg oa /on recruiting publicity for the Royal ager of Revlon Products Corpora- 
the lroad Cars a Pork. he or wy U ge w |Canadian air force. tion, New York, has joined the 
Vas al Krueger Resigns as V. P. | raw ee ae eee Henry W. Stock, advertising man- | armed forces. 
ace _Edward Bernfeld, account execu-| ager of the Knickerbocker News, Albert Greenfield, advertisin 
| _ = John G. Krueger, vice-president| tive with Stuart Bart Advertising, / ~ aha =? , sing 
ad- vashington, D. C., May 5.—Two| "in. G. Krueger Brewi C : _ ; |Albany, N. Y., has reported for|manager of Raygram Corporation, 
n’s divisions of the War Production : a _ irl om-/New York, has entered the armed active duty as a lieutenant in the|New York, was inducted into the 
; pany, Newark, N. J., has resigned. | forces. . = : . : ; : 
me Board and one from the Office of ae ten ie Meenbinted with th : naval reserve, thus resuming a/Army last week. He will be on a 
en Defense Transportation were busy Saal tt core sae “1915. the| David N. Phillips, advertising and| career begun in 1915, when he leave of absence from the company 
ed- this week mapping a new plan to . ee ts publicity director of the Philadel-| enrolled as a cadet in the New York for the duration. 
r in conserve railroad cars and car miles |phia Transportation Company, has State Maritime Academy. Gradu- cea 
Wo- ‘n the distribution of beer and other |CBS Adds KILO ‘been commissioned a lieutenant| ating in 1917, he was appointed to m 
ext malt beverages. Station KILO, Grand Forks, nas} (jg) in the Navy, and will be sta-|the Naval Academy, but instead | Set Meeting Date 
The plan—which closely re-| become affiliated with the Columbia | tioned at the naval air station train-| became an officer in the merchant; Canadian Paper Box Manufactur- 
at sembles one recommended by the | Broadcasting System as a _bonus| ing school at Quonset Point, R. I. marine. Receiving a commission in|ers Association will hold its con- 
iden WPB Brewing Industry _Advisory|station for network advertisers! Jim Gordon, formerly manager | the naval reserve later, he returned! vention at the King Edward Hotel, 
nc., Committee—is being considered by| using station KDAL, Duluth. 'and editor of Canadian Advertising,| to the Maritime Academy as an in-| Toronto, June 21. 
tro- the WPB beverages and tobacco di- 
No- vision, the transportation and stock- 
AA, piling division, and the division of } 
vith traffic movement, ODT. ' 
test If the plan is adopted, it will re- 
lade strict each brewer to a_ specified 


the quarterly percentage of the car 


e 
ring miles and cars used in a three- J 
; to month base period, November, 1942, » 
new through January, 1943. This No- 


vember-January base was selected 


X. because these were the first three 
ded months in which maximum loading 
has of railroad cars was mandatory 
sin under ODT regulations. 
tha Would Prevent Circumvention 
litan The second provision of the plan 4 
rth- would prohibit the brewer from 7 
circumventing restrictions by 
Davy switching a portion of his deliveries 
cock to trucks. The restrictions on car 
arter loadings, as well as car miles, are a 
ae intended to prevent the brewer “he 
ilers from evading the intent of the regu- se 
that lation by increasing the number of 
ner- cars While decreasing the distance. 
uses. For example, were it not for this 
rod- provision, a brewer might circum- 
ned. vent the plan by shipping two car- 
loads of beer 400 miles, whereas he 
| formerly shipped one car 800 miles. 
The car loading and car mile 
icity quotas, WPB says, will be adjusted 
‘ish- for seasonal variations in the dis- 
been tribution of beer. i 
for The purpose of the plan: (1) to 
k, a save transportation; (2) accomplish 
the saving with a minimum dis- 
a turbance of beer distribution, and 


without depriving any section of the 
country or any locality of its share 
of available beer. 

The transportation plan follows 
a recent 7% reduction in the amount | 
of malt and malt syrup which brew- | 
ers may use. John B. Smiley, di- | 
rector of the beverages and tobacco 
division, estimates that — although 
the amount of malt required for 


alcohol production in 1943 will be. , 
3 million bushels less than previ- | ‘i 
ously estimated—no more will be) p | ° f M h 94 K d 
available to brewers because of in- | opu ation as ©] arc 31 J 1 3, ase 
creased demands by bakers, con-| 
lectioners and others in the food | ™ 2 f W R . R k 9 
fie 

TR csnihiatine on Registrations for War Ration Boo 
King Named Olian 
Vice-President | ITHIN eleven months since regis- ing today’s advertising and selling plans, crease all factors for Oklahoma County 

William King P ; , ' , 3 ' ie 
Jr., formerly ac- tration for ration book No. 1, Okla- it is vital that you know today’s markets. by 25.3°7, the increase in population. ai 
count executive | ( Itipl lustrial 1 The Oklal County of today i vastly | 
and new si F ‘itv’s multiplving industrial anc 1€ ahoma County of today Is a vastly 
menage a¢ Gare spiel Seat tn | | NEWSPAPER READING INCREASES 
ner Advertising military establishments caused an in-migra- bigger and better market than it was even 
Company, St. ; ; . rae , : . : 
Louis, has joined tion of population aggregating 54,638. a year ago. If it is necessary to use year- Growing population and hunger for 
Olian Advertis- | ld d . ki , | | : ‘ ‘ ry: : = 
ing Company of OKLAHOMA CITY STILL GROWING old data in making your larger plans, in- yews is sending Oklahoman and Times cir- “ 
the same city as 


vice-president. culation steadily upward. On March 14, 


Previous to his For marketing purposes, Oklahoma 1933 1934 1935 1936 1937 1938 1939 1940 1941 1942 1943 _ A 

connecti rr rT The Sunday Oklahoman reached an all- 
ction with " lal C : it tn , ‘ ’ 

Gardner, Mr. City and Oklahoma County may be con a | All-Time High ” 
¢ was asso- William King Jr. : 7 : Fs : P March 14, 1943 time high of 175,525 net paid. The Okla 
ciated with Shell sidered identical. No city total of ration om | ’ ss 
etro ati ; homan and Times were : achi w - 
Petroleum Corporation. books is available. School enumeration 150,000 | — ee ne See ‘ 

, 1 , we} ‘aks with 190,114 net paid daily. 
Roberts Joins Peck on March 1, however, indicated a popula- on —— ae net paid daily 

Edwin A. Roberts, for the past 130,000 F- v4 These newsps are > mai Ede 
ight Mate ack Maeether of 2 ae. tion of 242,950 for Oklahoma City, an a These newspapers are the major guides 
.} } | aoe ° ° ° ° ° 
Sheidon & Canaday, New York, has Lio; —— ‘ in directing the spending of the increasing 
- d Peck Advertising Agency, 18!2% gain since 1940. _—. —— 10-Year Growth of 
Ti Yo : é si ile ari > : = > ° . _ P - ; ° 
alg rk, in a similar capacity | As a matter of fact, Oklahoma City is 10 008 The Sunday Oklahoman industrial payrolls and agricultural in 

WE a Ae a OE - 
come of the Oklahoma City market. 


still in the ascendancy as a war produc- 


WHO ADVERTISED WHAT Ff 
IN THE LAST WAR? tion center. Peak production and employ- 


® Many memufacturers and their advertis- ment of workers is expected to be reached 
re ‘gencies are trying to remember what ; 
mpetition did 25 years ago. by December | of this year, at which time 


o J - on simpler it ee | every 
: these manufacturers had a clippin 2. 2 . . . , 
bovx for the war years that showed mynd is is reliably estimated Oklahoma County's 


—- and —- titive advertising. 

> Can help you build such a permanent ati +i ave reached 286 
re t tor the Jeane to comé, Gt @ remer> popul ation will have reached 289,000, 
. cost. 


Just ask for Booklet No. 20. CURRENT DATA OBSOLETE 


| THE OKLAHOMA PUBLISHING CO. 
FARM GENERAL Statistics are too static to keep up with The Farmer-Stockman %* WKY, Oklahoma City %* KVOR, Colorado Springs 
PAPERS MAGAZINES | ° 


CHICAGO, ILLINOIS | Oklahoma City’s recent growth. In mak- KLZ, Denver (Affiliated Management ) % Represented by The Katz Agency, Inc. 
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ADVERTISING AGE 


May 10, 1943 


Peck Named Agency 


Major Vitamins, Inc., New York 
manufacturer of major B vitamins 


‘Anthracite Group 


, 


will launch a new advertising cam- . 
paign geared to the theme, “Feel Fit { 
as a Major.” In addition to busi- as as or i 


ness papers and radio, newspapers 


country will carry the campaign 


in principal cities throughout — Coal Copy Battle 


Peck Advertising 
York, has been appointed agency. 


Appoint Spot Sales 


New England Cupboard, daily 


radio program heard 
through Fridays over 
WNAC, Boston, 


Agency, New 


| New York, May 4.—Following 
hard on the heels of the Southern 
|Coal Producers Association, which 
last week lambasted John L. Lewis’ 


Mondays|wage demands in full 6-column 
Station | insertions in more than 40 news- 
and under the|papers (AA, May 3), Anthracite 


direction of Connie Stackpole, has| Industries, Inc., let go with all guns 
appointed Spot Sales, Inc., New|to smack down every claim of the 
York, as its sales representative.| miners in 11th-hour page advertise- 
Loren L. Watson and Peggy Stone|ments appearing yesterday in 40 
will handle the Cupboard’s New/newspapers in 20 principal anthra- 


York contacts for Spot Sales. 


cite mining regions. 


Advertising’s role in the mine 


labor dispute began April 6, when 
97 TRUE SUCCESS STORIES the United Mine Workers of 
711 Pioneer California Businesses have con- | America used 1,470-line advertise- 
tinvously served the public for 50 years or | ents in 59 newspapers presenting 
more. The inspiring record is revealed ina |the miners’ case under the title 
160-page, digest size booklet, providing a “Here’s the Coal Miner’s Story.” 
true picture of the part individual initiative | (AA, April 12). This was followed 
played in the romance and development of 2 week later by another insertion in 
California and the West. 97 original ar- | the same papers. No further UMW 


ticles by the founders, their sors or grand- 


sons or present heads—97 true success 


copy is planned at present. - 
Several days later the Southern 


stories—of intense interest to every business |Coal Producers Association entered 
person. Facts hitherto unpublished. More |the fray with a detailed report 


entertaining than fiction. Postpaid 50 cents. 


headed “The Truth About Portal to 


Ghost Town News, Buena Park, Calif. 


' Portal.” 


On the morning the na- 


tion’s newspapers carried banner 
headlines announcing a_ 15-day 
truce in the critical situation, the 
anthracite industry published “Hard 
Coal Facts” in newspapers of prin- 
cipal cities and key coal producing 
regions. 


National Association Silent 


In the meantime, National Coal 
Association, trade association repre- 
senting bituminous producers on a 
national scale, was notable princi- 
pally for its absence from the ad- 
vertising lists. The association made 
no move to step into the news col- 
umns on behalf of its members, and 
representatives of the group told 
ADVERTISING AGE that no public 
messages were contemplated. 

In box form the anthracite adver- 
tisement refuted all claims of the 
miners, asserting that they are 
already paid on a “portal to portal” 
basis; that anthracite is one of the 
highest paid hourly wage industries; 
that miners’ earnings have increased 
76.9% since 1941; and that demands 
for overtime after 35 hours would 
spiral wages and destroy the anti- 
inflation policy by increasing the 
cost “several dollars a ton on the 
domestic sizes of hard coal you burn 
in your home.” 


To Launch Campaign 


Anthracite Industries, Inc., 
through N. W. Ayer & Son, agency 
which placed yesterday’s advertise- 


ments, will unleash an extensive 


PAUL H. RAYMER CO. | 


MORNING 


AFTERNOON INDEX 


EVENING INDEX 


C. E. HOOPER, inc. 


MIDWINTER 1943 


STATION LISTENING INDEX, CHATTANOOGA, TENN. 


WDOD 


INDEX 
(8 TO 12 P. M.) 


52.7 
45.5 
444 


(12 TO 6 P. M.) 


{6 TO 10:30 P. M.) 


the time-buyers station 


A RECENT survey based on actual national spot busi- 
ness placed with Chattanooga radio stations, showed 
WDOD the overwhelming preference of time buyers 
throughout the nation. 76.9%. of all national spot business 
placed in Chattanooga is awarded WDOD, with 18.3% 
going to Station B", and 4.8% going to Station "C”. 


“py” 
23.4 
29.5 
39.5 


“qr 
22.2 1.7 
23.5 1.5 
13.2 2.9 


OTHERS 


DOD 


CBS FOR CHATTANOOGA, TENN. 


5,000 WATTS DAY AND NIGHT 


UNION AIRS LABOR DISPUTE 


the Textile © orkers t 
tee bw area 


Veu're fighting for America now 
You're fighting for tile. be 


et 
aye were interested in beobherping 


AN OPEN LETTER TO CHARLIE RUSSEL| 


| FROM THE EMPLOYES OF THE CELANESE CORPORATION 


Deer Poly the Textile Workers Union om the Ith of Merch chowld remain members of 


vee rest 
san 4 o97 e62.277 142 
| 1 ane. 


oon — 
9 len enn 1. san ane 
Net Profs Tesi 7,106,685 


Overt nine million dollar: for “eure” profits, Charlie, We'll let vow drew 


Four oon conclusions 


Your Friends 
Leeat Union 12666 


— DISTRICT 50, UNITED MINE WORKERS OF AMERICA 


| With full-page copy in Detroit, Toledo, New York and Washington, a UMW unit 

swings with both fists against the Textile Workers union it now opposes, and 

Celanese Corp., which it claims has “started to fire guys without cause or reason.” 
UMW headquarters placed the advertisement. No followup is planned. 


newspaper campaign once the coal |radio programs. He will be assisted 
situation has become stabilized. | by Mrs. Bassett, formerly a staff 
According to reports, all phases| writer on New World Illustrated. 
of the campaign have been virtu- 
ally approved and simply await a 
more harmonious state between the | 
miners and operators. Copy will 
urge consumers to order their coal 
during the summer months and will 
carry government messages stress- 
ing the importance of not waiting 


WARD COAL FACTS 


BALTIMORE'S BLUE 
NETWORK 


|for cold weather to set in before 
|stacking coal bins, thus leaving 
transportation open for more vital 
war service. 


DL & W CUTS 
ITS ADVERTISING 


New York, May 5.—While the 
threatened coal strike is the most 
critical, it is not the only problem 
facing coal producers, C. M. Spen- 
cer, advertising manager of Dela- 
ware, Lackawanna & Western Coal 
Company, producer of Blue Coal, 
told ADVERTISING AGE today. 

Between drafting of miners to the 
services and voluntary transfers to 
higher paying war industries, he 
said, the company’s daily tonnage 
production has dropped to such an 
extent that production of advertis-| 
ing copy seems futile. 

However, the company expects to 
return to the air with “The 
Shadow,” radio program which it 
has sponsored for some time, in 
September, Mr. Spencer added. Blue : 
Coal abandoned sponsorship of this ae. 


program several weeks ago. : a - ‘ ids > 
John ’ 
ie George H. Roeder, Gen. Man: 
Heads Own Business Dn eit : - 
Don Bassett, radio director of A. a 
McKim, Toronto, has resigned from Sa SPOT SALES, INC. 


the agency to establish his own a 
business as producer and writer of 


New York - Chicago - Son 
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Seven-Man Board 
Will Coordinate 
War-Aim Drives 


philadelphia, May 4A seven- 
man board to formulate long-range 
plans implementing all advertising 
featuring war aims was set up here 
jast night at a business meeting 
which followed a dinner at which 
H. H. Kynett, Aitkin-Kynett Com- 
pany, was host. 

Executive committee members of 
the Philadelphia War Service Com- 
mittee attended the dinner at the 
poor Richard Club. Following an- 
other meeting next week, the new 
steering group will correlate all 
philadelphia advertising forces into 
, single committee charged with the 
duty of helping all campaigns 
necessitated by the war. The group 
will localize the efforts of the Ad- 
vertising Council on a _ one-city 
scale. 

The seven-man setup includes 
Mr. Kynett, who is chairman; Rich- 
ard Slocum, Philadelphia Evening 


Bulletin; Dr. Leon Levy, Station 
WCAU: Neal D. Ivey, president, 
Ivey & Ellington; Charles Bird, 


General Outdoor Advertising Com- 
pany; Frederick Healy, Curtis Pub- | 
lishing Company; and Ralph Hea- | 
ton, National Transitads, Philadel- | 
phia. 

Creates Many Campaigns | 


Working like a super advertising | 
agency, the Philadelphia War Serv-| 
ice Committee, of which Jerome B. 
Gray is chairman, has planned and | 
created campaigns for the United | 
War Chest, the Salvation Army, the | 
Red Cross and the 2nd War Loan. | 
With 1,200 members drawn from | 
every advertising medium = and 
agency, this committee works on a 
volunteer basis, handling no funds 
and selling no space. In the case of 
the 2nd War Loan the committee 
supplied the showmanship, the pro- 
motion, the publicity material and 
all plans to the Federal Reserve 
Bank of Philadelphia, issuing agent 
for war bonds in this area. The 
volunteer work of the committee 
was augmented by members of the 
Philadelphia Art Directors Club, the 
Philadelphia Typothetae, the speak- 
ers bureau of the Office of Civilian 
Defense and other groups. 

A production group checked dis- 
tribution of government - issued 
newspaper mats, radio recordings, 
etc, to assure 100% coverage. 
Meanwhile, the various media rep- 
resentatives went to work selling 
publication space, radio time and 


outdoor advertising to interested 
Philadelphia manufacturers who 
sponsored the advertising. The 


media representatives found their 
task comparatively easy because of 
the spade work done by the com- 
mittee’s volunteer “account execu- 
tives” who contacted prospective 
sponsors and informed them of the 
need for their cooperation. 

Mr. Gray said he did not think 
Philadelphia has done a better job 
on war advertising than other cities, 
but that the committee has provided 
100% coverage and secured the 
cooperation of many firms which 
otherwise would not have seen the 
need for participation. He believes 
the group will function even more 
capably following the meeting of 
Mr. Kynett’s seven-man committee 
next week. 


NBC Radio Institute 
Set for June 21-July 31 


The second annual NBC-North- 
western University Summer Radio 
Institute will be held this year from 
June 21 through July 31, Harry C. 
Kopf, vice - president and general 
manager of the network’s central 
division, has announced. The en- 
rollment has been increased from 
100 to 135 students, and candidates 
must meet university requirements. 
Registration closes May 29. 

Albert Crews, chairman of the 
radio department of the school of 
speech at Northwestern University, 
directs the institute, and Judith 
Waller, public service director for 


NBC central division will act as co- | 


director and will teach a course in 
public service. 


Economic Senate 
Postwar Panacea, 


New York, May 5.—Charges that 
business and industry have failed to 
realize and act effectively in view 
of the nation’s new cooperative 
industrial society which requires 
certain necessary collective controls, 
highlight a new book by T. K. 
Quinn, president of Maxon, Inc., 
entitled “Liberty, Employment and 
| No More Wars,” to be published this 
;month by Hastings House, New 
York. 

Criticizing extreme centralization 
\of authority and the conception of 
/rugged, self-seeking individualism 


'as 


Quinn Book Claims 


proven failures, Mr. Quinn 
asserts that America must find its 
own new way and urges immediate 
organization of a National Economic 
Senate to direct postwar employ- 
ment and general supervision of the 
country’s economic affairs. Orderly 
and peaceful existence is necessarily 
dependent upon full employment of 
all employables, he says. 

Emphasizing minimum necessary 
centralization and maximum decen- 
tralization of authority in separately 
established, balancing spheres of 
economics and politics both nation- 
ally and internationally, Mr. Quinn 
says: 

“If we are to have economic free- 
dom we must have organization to 
protect it just as our political lib- 
erty is protected by political organi- 
zation. Politicians are not good 


business operators and there is 
grave danger in turning economic 
authority over to them.” 

Other topics discussed in the book 
| include competition, war, gangster- 
|ism, profit- greed, strikes, social 
|unrest and world peace. 


Bank Launches Campaign 


Title Guarantee & Trust Com- 
pany, New York, has begun an 
extended advertising campaign pro- 
moting its personalized checking 
account service. Initial insertions 
of 112 lines appeared the first week 
of May in the New York Daily 
News, Herald Tribune and Times, 
and are scheduled to appear weekly 
throughout the year. Samuel C. 
Croot Company, New York, handles 
the account. 


GF Creates New Posts 


Clarence Francis, president 
General Foods Corporation, 


vice-president in charge of research 
and development, to 
‘reated post of vice-president 
charge of scientific 
Thomas M. Rector, manager of the 
company’s Central Laboratories, 
Hoboken, N. J., succeeds Mr. Waters 


“Ss Manager of research and devel- 


opment. 


ee a a a a ae ae 
* 7 
* In 1942 business executives * 
* paid $1,008,305 cash-on- * 
*  the-line to read... 


CHOOSE THE 
LEADER IN 
THE BUSINESS 
FIELD... 


the newly) 
in| 
relations. | 


* One of 


of | 
New | 
York, has announced the appoint- | 
ment of Lewis W. Waters, formerly | 
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é WHERE THE POST-WAR FUTURE 


% South's First Port for Latin-American and World Trade 
%* Solid Expansion in Permanent Industry 
%*% Great Rebirth in Agricultural Hinterland 
%* Big Revival in Mississippi River Traffic 
%* Financial Capital of the South 

% 100,000 Recent Increase in Population 
* World Air Terminal 


the World's Greatest Tourist Centers 


1S BEING BUILT TODAY 


Nl, 


— a 
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Representatives—Noee. 


NEW ORLEANS STATES 


3 


*March 1943 


Rothenburg & Jann. Inc. 


fr: pers 
= a Sa 
| ee j Be ‘ 
“a if es 
— _ pep inches Joa 
7 
——— * : : i « | 
ie 
ae. ag ae oe a ; oe = epee ral pz - ne ates OS oe: peti ing x 
og nde ‘ mu es ee? peers - lyk ha ce eee. nn 7. oe pact 
8 cee ae ae , fe a ag vi a a x ey he oi 
se -_ a «. ial a Se sp 
: i oP Sea sme. a ie ah a 
ne = ae oe ; 
4 aie x wy re 7 ae 7 
; a ee ial Kee er 
: ae gaie RE em aeey ee cS a 7 ‘+ 
alias 2 a us ‘a TEL Seite si gs} ii ea ee. yee ee . es | hee 
A Re ge Se ee a ore, re , ‘i 
. eo ted an ee ee all eee : iy Poa 
gee. ged re aaa cyaeagined ep . ie a OF i, 
a. <a a . 
unit a ae ee = a 
on.” Ka 1 ee ae i ; 
(Se Geeta QS SS : 
2 S bes 9 ae a c ee Fite a S'S » RUS : Ky : ; 
sisted Me Pa ee : oe, _* 
a ; oy ie SRO OR e2 a g : eens), 2 ap § Po : . 
eee a we ee et : te) _ RE se 
(it: e gS ES eae aaa z = . SG age 
ed. eam ee zh as te ne’ : Ss " SS A 
a a ‘ ‘2 ainsi ie F a 3 il 
. ae a ¢ al 
< 2 4 ses” ae a aT ie in ge ee ‘: ‘ : see - 
a ss a : A Bis P . gee = 
— ot SO = i a 
}  ” ue 3 ig a ea OF am r 
ine - Om “? j ee tien g 
a & ee fad Sika a i mo eee . 
a Peat yj ¥ v a _ 4 
I ir. ta kt tite N . ¢ # " 3 
a a Ne I 
; mT a ee : 
P 4 «sited Bee: % ’ f 
- 3 igi dee 4 ee yk 
si Fs ; 3 
Peete ee ee me ae 
Geer ah Ey 
\ on fe Pig i ce 
\ Mes ee a er 
‘ $: : Pi gis ve * 3 
\ g Z 3 oe i é j Xe. : 
: 2 é % Fs = . 
" oe Gs, Peg gh ead *s 
\ $f he s Pee s sg 
} é 
‘ z os 
\ —_ Me 
, oe hss 
° hs ett b Oe; an 
' 4 ee 5. ae eae aie 
ee ee : —_ 
| 2 i zg i 4p a Sle 
= be i; 
4 zz we oe 
Po a eee - Pe 
| - | 
E | P J 
- 
- ¥e ie 
aa iM a = saa 
am . i 
; ff j i a 
2 2 a 
| if} ‘ ‘ ; ‘ sek 
el = tl [ita fat = ‘s : oil 
Pe | ee ' . ——) eS ee iL J . S i 
———— eS aaa | Pe ome : é ee " rconaaletagd x , tig . ae : 
ae 
~ ~ nee * 7 
aa ” 
4 ’ sa Sea ew 7 oS ir = 
. ae OO aa ae i 2 
| Sunday 247,215—Daily 149.213 ty, a | ae 
* * SS a 
* : * a ee 
: War ~ — = ae ss 
P bys, 28 — 
Stee. i 
a 4 ba = 
oo Se AA 
ee * eS 
a fs *4 i Ba” ; ‘ 1 (a. ; ete. nt oa " buy Veg tee ay te he Oey Ry :3 ot ee ie Niue ee Bs ke Seas ee ey, +43" cs ns Sam a “ gpiongt: 
. ® win te Re Me ", © ae. = ner a de a tok oT Meee : i ae aie ae Et Ape ec aes SPs nie ot A a Sone “8 ay 
a FS ne eS : Rik ; he " Sy, eS tec? aes, } : pass Wks nig a ress 
5 4 5 i . Ps Pict ra ee Gee} Ss ia ee * 2 & ~~ pore eh e Shier ond 
ney k Q ‘ i on ea ene Ce ay Sites 3 mitiet, 2 ug ie, < re rae. J : a Se ie a 
gece) gt a a a ae ees x Pe eee eS ly eee Pa Se (oe IP a, ak - i P Ze oe ak ee me we » 8 2 Bars. ae 


i 
7 


34 


ADVERTISING AGE 


for the four-month period are 8.19% 


Business Papers |ahead of the same months in 1942. * Business Press ls 


Report 22.74% | ‘Victory’ Undergarments 


Gain for April 


Chicago, May 4.—Advertising in 
April issues of business papers in- : 
creased 22.74% over the same 1942 half of this 
month, and the total for the first 
four months of the year is 15.19% 
above the same period last year, | 
according to reports of 148 publica- 


keting. 

The industrial group, including 
103 papers, continued to gain, regis- | 
tering a 24.58% advance over April, 


last week. 


period, this group is 18.8% ahead of 
last year’s linage figure. 

The dealer or trade paper classi- 
fication also continues to show} 
strength, with 30 publications re-| 
porting a 13.59% gain for April | 


issues and a 3.55% gain for the first 

a aaenine of teak Lohr Named Ad Manager 
Fifteen class publications regis-|_ Fred Lohr, formerly with Paul| 

tered a 20.48% gain for April, and| Block & Associates, New York, has) 


WOOD PRODUCTS 
GE) member 


\ j= in the 


In the Wood Products 


INVESTIGATE 
Wood Prooucr 


431 S. Dearborn St., Chicago, Il. 2-2981. 


Field 


|above knee length, 


of sleeping pajamas. 


| been appointed adv ertising manager | 
of Home & Food magazine, pub-| 


ing Company, New York. 


mee Traffic Digest Moves 


|'The telephone 


for Women Likely | Potential Source 


Present scarcity of fabrics which 
will become acute during the last Py 
é s year will probably of Vital Data 
necessitate a “victory” line of wo-| 

men’s undergarments and sleeping | 
| garments, a special meeting of the 
National Women’s 


; Manufact Associat ld i 
tions compiled by Industrial Mar- 7 ae "Hotel DacAipin. “Now "York. | Facts on Retailer, 


Agencies Eager for 


Undergarment 


Consumer Angles 


Members were urged to have 
designers concentrate on creating 
; 44}new models which will radically 
1942, issues. For the January-April| curtail quantity of fabrics per gar-|ing volume of advertising appearing 
ment. Suggested conservation meas- ‘in business papers circulating 
ures were low back or backless slips| among retail merchants and other 
shorter night-|trade groups is attributed by in- 


gowns and limitation or curtailment | formed observers to the fact that 
|manufacturers realize the problems 
|with which merchandising men are 
faced and are therefore trying to 
|make their advertising more helpful 


and informative. 


New York, May 5.—An increas- 


| This point of view is supported 
| by a recent survey made by ADVER- 
TISING AGE among agency execu- 

BIG NEWS! lished by Phillip Andrews Publish- | tiy res handling national accounts, 
|the result of which emphasized the 

| keen interest of agencies and their 
‘clients in obtaining all possible in- 
Sales Traffic Digest has taken new | for mation regarding the numerous 

| quarters at 7 E. 42nd St., New York. | | changes in retail merchandising 
Murray Hill! which have resulted from the war, 
and which will continue to play an 


Remember when “E”’ 


was just another vowel ? 


¢ There used to be a time (before the war, 
remember? ) when advertising managers were 
chiefly concerned with advertising . . . and 
advertising, you may recall, was chiefly 
concerned with sales. 

That was when top management officials 
could still think of something besides pro- 
duction and delivery schedules, and how to 
keep raw materials coming to meet produc- 
tion quotas. That was before they dipped 
into the advertising manager’s time with 
a dragnet. 

You advertising managers hardly recog- 
nize yourselves, these days! 

Now, you’re on labor-management com- 
mittees and postwar planning committees. 
You come up with plans for production drives, 
for maintenance drives, for bond drives. You 
build reports in connection with a proposed 
“E” Award, for contract negotiations, to help 
the boss in Washington. 


Remember when all that time could go 


into market study, and field contacts, and 
promotional planning, as well as directive 
cooperation with the advertising agency? 


We mention this entirely upon our own 
initiative. We haven’t heard any advertising 
managers complaining about their lot. The 
more they can do to help lick the Axis the 
better they like it. That is why advertising 
managers prize the performance of an agency 
equipped to go several notches beyond the 
buying of space and the development of copy 
to fill it. They cherish a supporting organi- 
zation that can supplement the advertising 
department in all its functions. 


Freedom to grow administratively is the 
advertising manager’s opportunity to ripen 
present responsibilities into still bigger ones. 


For the day is surely coming when “E”, 
industry’s wartime glamor vowel, will step 
back into the obscurity of the ordinary civil- 
ian alphabet. When that day comes, the 
advertising manager, supported by the total- 
service resources of his advertising agency, 
and fortified by wartime contact with man- 
agement’s most vital problems, will be an 
increasingly important factor in business. 


He should be. 


IN OUR BOOK: Advertising is more effec- 
tive as advertising managers are more 
influential in inner-management circles. 
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Machine Tool Blue Book 
(4% x6%) 

Machinery 

Manufacturers Record 


ping Review 
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Metal Finishing 

Metal Progress ..... 
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Mill & Factory. 

Mill Supplies ... 
Mining & Metallurgy. 
Modern M: achine Shop 


New Pencil Points 

Oil & Gas Journal (w) 
Oil Weekly (w). 

| Paper Industry & Paper 
| World cndesew 


Fire Engineering ........ 


TS $302 Total 


Mechanical Engineering ... 


all publications 


Petroleum Engineer 
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ADVERTISING VOLUME FOR APRIL ISSUES OF INDUS. 
TRIAL, TRADE, AND CLASS PAPERS 


Unless otherwise noted, | 
are monthlies and have standard 7x10-inch 
type page. The following figures must not | Paper Mill (w) Tr 
be quoted or reproduced without permis-| Paper Trade Journal (w).....* 


ns 


ULLER 
MITH 


71 VANDERBILT AVENUE~- NEW YORK 
1501 EUCLID AVENUE- CLEVELAND 


sharp rise. April 


an increase of 13.6% over the cor- 


important part in shaping the ad- 
vertising policies of manufacturers. 

As the table appearing on this 
| page indicates, advertising volume 
|in dealer papers has started a rather 


responding month of last year, 
1943 to date is 3.6% 
suggesting that the rise in recent 
months has been pronounced. Taker 
in connection with the comments 
issues showedj|of agencies on the subject of the 

| increasing need for 
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FIVE YEARS HENCE — this 
year’s MacRae’s Blue Book 
will still be in continual use 
—as a buying reference in thousands 
of important purchasing offices— 
doing a world of good for its adver- 
tisers. 


For Advertising Rates Write 


MacRaesiblueBpool: 
A DIRECTORY OF AMERICAN INDUSTRY 


Used Continually in 55,000 Buying Offices 
18 E. HURON STREET + CHICAGO 
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mation as to what is happening to re- 
tailers, it is evident that manufac- 
turers are giving more thought to 
what they can do to improve the 
<jtuation through helpful informa- 
tion presented in their advertising 
in the dealer publications. 


How Business Press Can Help 


The survey referred to gave 
agency executives a chance to ex- 
ress their opinion of the kind of in- 
formation they need from business 
paper's serving the retail fields, as a 
means of aiding their clients to keep 
their trade policies and trade pro- 
motion in line with current condi- 
tions Advertisers and agencies 
alike are watching trade fields 
closely to see what is happening to 
dealers, not only from the stand- 
point of store mortality, but to note 
significant changes in merchandis- 
ing methods. 

Here are some of the questions 
which the agencies said they would 
like to have dealer papers answer 
for them: 

1. What’s the mortality picture 
in trade fields—a month-to-month 
count of the number of dealers go- 
ing out of or entering business? 

2. How are dealer lines changing 
—what new products are being 
added? How successful have deal- 
ers been in handling their broad- 
ened inventories? 

3. Have dealers adopted a defi-| 
nite technique for keeping custom- | 
ers satisfied with wartime supplies? | 

4. Have dealers changed their | 
policies with reference to display | 
methods? 

5. Have stores changed their | 
hours, and how have new policies | 
as to store hours worked in the 
various trade fields? 

6. Are new distribution facilities 
being set up in the rural and small- 
town fields? 


Seek Consumer Data 


Many business men, this study 
reveals, also took to trade publica- 
tions for valuable suggestions re- 
garding the consumer situation, 
since dealers are in touch with 
changes in the buying habits of the | 
public, and the alert trade publica- | 
tion should be able to report much 
of what its taking place from the 
consumer standpoint in its field. 

Here are some of the things agen- 
cies feel dealer papers might be| 
able to tell them regarding consum- 
ers of the products their stores are | 
merchandising: } 

1. How have consumer buying 
habits changed? 

2. Is there any change in the| 
size of package purchased? 

3. Is there any trading up or 
down in quality or price? 

4. Are there shifts to different | 
classifications of products? 

). Is there a noticeable increase | 
yr decrease in consumption of vari- 
ous types of products? 


Promotion Can Be Guide 


With so many important changes | 
in products and methods brought 
about by the war now in evidence, | 
making it far more necessary than 
usual for national advertisers and 
their agencies to keep closely in 
touch with what is happening to/| 
their retailers, the executives wer 
contributed to the survey agreed 
that trade publications have an un- | 
usually favorable promotion oppor- | 
tunity 

As one leading agency man put) 

There’s a lot of media promo- | 
“on we don’t usually read, but one 
vhich is sure to get attention 
‘now is information from a re- | 
able trade publication as to what | 
> Song on in its field. Facts about | 


Oe 


AFTER VICTORY 


Whot is going to happen to your plant 
when your wer contracts ore cancelled? 


es with vision are looking into the Diesel 
one of the two industrees that will come 


“ aroaRING ! 


morket survey 
and complimentary copy. 


2 weer com 


sreret “tw Toes wtw TOee 


what is happening to the stores, to 


the merchandise and to the custom- 
ers represent information we are 
hungry for. I believe a lot of good 


|merchandising publications are in a 


position to supply it.” 


Lambert to Red Cross 


Kenneth C. Lambert, eastern ad- 
vertising representative of The 
Trained Nurse and Hospital Review, 
and Practical Home Economics, New 
York, has been granted a leave of 
absence to become assistant field 
director of the American Red Cross. 


NPA to Meet 


A midsummer one-day conference 
of the National Publishers Associa- 
tion will be held at the Wykagyl 
Country Club, New Rochelle, N. Y., 
Wednesday, June 16. 


’ ‘ : York paper, described reinstatement | readers who want a better job or 
N. » & News Will of the section as a move to render | just a job.” 
={: additional reader service and to| —_—_——- 
Start Classified play 2 wants which ordinary dis-| Elected to AFA 
7 play advertising does not fulfill. He - ~~ P 
Section on May ll added that there is a greater ttt, eee ares bane ateens 
New York, May 6.—Reversing a| for this Saree today poeage ever | Federation of America: Schenley 
decision made in 1924, early in the|Pefore, since employers are having | pjstillers Corporation, New York; 
paper’s history, and one which has | difficulty in finding labor to take | the Chicago Sun and United States 
: | idely |Care of expansion and to replace) advertising Corporation, Chicago; 
subsequently been followed widely | — d off h d. 
, ahial rome . employes drained off into the armed) Monsanto Chemical Company, St. 
by other tabloid newspapers, the} ¢,...,.°- ioe 6 tuhaen . a7 ’ 
, ““| forces and essential industries. Louis: Stauffer Publications, To- 
blishi lassified advertising | - = Cs peka, and Consolidated Lithograph- 
publishing a Classified advertising | several thousand lines a week of ing Corporation, Brooklyn. 
mg re May a eg ey Sees - a neta a 2 
e local paper’s decision to rein-| mum basis, billed at the regular) . 
state its classified advertising sec-|local display rate. Now, according Martin Named Agency 
tion after 18 years will be put into|to Mr. Moyer, “we have decided to| wartin Advertising Agency, New 
effect only a week after the Los | assemble this help wanted advertis-| york, has been po Ms - Fay 
Angeles Daily _ News discards its | ing in one place and to tell the wood Corporation, cosmetic manu- 
classified section (AA, April 12). | hard-pressed employer we can help facturer, and Educators Association, 
Ben Moyer, manager of classified| him and at the same time perform publisher of the Volume Library, to 
display advertising for the New/!/a valuable service to those of our’ handle their advertising. 


Why 1 Like to Write for 


Cosmopolitan 


—-------}y------------, 


A. J. Cronin 


Dr. Cronin, a Scotsman with Trish 
blood in his veins, is a born story 
teller. Flashing like a comet into the 
literary skies in 1930, he became a 
fixed star. Out of his experiences 
as medical inspector of Welsh mines, 
he wrote The 
(which first appeared in Cos) and 
The Citadel. Cosmopolitan is proud 
to have been the first magazine in 
America to publish his work. 


Ir was cosMopo.iTAN that “dis- 
covered me.” When my first novel 
was published and I wondered, 
anxiously, if I could sustain my- 
self and my family in this new 
and precarious career, the editor 
of Cosmopolitan cabled me in 
London commissioning a novel- 
ette at a price so magnificent, it 
almost bowled me over. 

Not quite, however. For I wrote 
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Stars Look Down 


my heart out on the story, the 
editor and his readers liked it, 
they came back asking for more. 
Then I knew for certain that I 
had arrived! 

Nothing has ever matched the 
thrill of that first Cosmopolitan 
success. Moreover, by its early dis- 
play of faith in me, Cosmopolitan 
set a standard for my literary 
career, 


Cronin, and it isn’t Cosmopoli- 
tan.’ The editor was prepared to 
lose the services of a valued con- 
tributor rather than sell his read- 
ers short. That is the principle 
which I respect and admire in 
Cosmopolitan. 


Here is a magazine which stands 
four square for fair dealing and 
true value. It recognizes the sound 
and healthy taste of the American 

The Cosmopolitan audience, 
though popular, is cultivated, and 
will accept nothing but the best; swing but a restatement of all that 
nor will the Cosmopolitan editors — the people stand for and believe 
publish anything that does not = in—a reaflirmation of tried prin- 
hit the top. ciples. It knows also that the age 

Once when half a dozen na- 
tional magazines were contending 
for my material, the editor of 
Cosmopolitan rejected flatly a 
story which, owing to press of 
work, I had done carelessly. “Not 
good enough,” he said. “It isn’t 


people. It knows that what is hap- 
pening today is not a reactionary 


of cynicism is dead. The pages of 
Cosmopolitan breathe this know1- 
edge, this faith. 

No wonder I regard it as an 
honour to write for such a peri- 
odical, and trust I may lone con- 
tinue to do so. Who wouldn't? 


Newsstand Buyers Spend More Per Issue for Cosmopolitan (at 35¢) than for Any Other A. B. C. Magazire 
February '43 Newsstand Sale Was 983,000 at 35¢ . . . an Increase of 144,000 over February '42 at 25¢ 
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Regional NIAA 
Cleveland Meet 
Set for June 25 


Chicago, May 
Lackens, advertising manager of the 


4.—Frederick I.) 


that the annual members’ meeting | 


of NIAA for the election of officers 
will be held during the Cleveland 
conference. 


‘Fire Destroys WCAP 
Station WCAP, Asbury Park, N. 


\J.. was ravaged by fire and all 


| 


Hays Corporation, Michigan City, | broadcasting has been suspended in- | 


Ind., and vice-president of the Na- 
tional Industrial Advertisers Asso- 
ciation in charge of conferences, 
announced today that the fourth in 
the series of highly successful re- 
gional conferences which have been 
substituted for a national conven- 
tion this year will be held at the 
Hotel Statler in Cleveland June 25. 

The conference will be under the 
auspices of the national body and 
will be participated in by chapters 
in the following cities: Buffalo, 


Rochester, Pittsburgh, Detroit, To-| 


ledo, Cleveland, Youngstown, Co- 
lumbus and Cincinnati. It is ex- 
pected that this will be the largest 
of the conferences held by the asso- 
ciation, all of which have attracted 


unexpectedly keen interest and 
large attendance. 
Mr. Lackens, who is_ general 


chairman of the conference, said 


|definitely. Thomas F. Burlery, man- 


hy of the station, estimated dam- | 


age to the building and equipment 
at $75,000 and expressed doubt that 
the equipment could be replaced 
soon. 


Otis Joins Caples 

Arthur F. Otis, 
| with MacFarland, Aveyard & Co., 
| Chicago, for the past seven years, 
has resigned to join the copy de- 
partment of Caples Company, Chi- 
cago. 


| Pooler Elected V. P. 


| Charles A. Pooler has been elected 


a vice-president of Benton & 
Bowles, New York. Mr. Pooler 
|joined the agency in 1941 and 


, became head of the research de- 
| partment in 1942. 


PRIMARY STATION AREA 
(DAYTIME) 


ecccee 0.5 MILLIVOLT 


expected ! 


3 Canadian provinces ! 


Yes. in this great market 


sales representative. 


‘‘That’s a lot of coverage 
eee but 


DOES ANYONE 
LISTEN TO WENR?” 


You be the judge ! 


@ 4 WENR advertiser received 700% more returns than 
@ 4 late-hour test offer pulled returns from 42 states and 


B On a recent offer over 55 network stations, WENR 


produced returns at lowest cost per inquiry ! 


people do listen to WENR. 


And they respond! Are you familiar with WENR’s 
rapid rise these last few months? Do you know what 
is happening to radio in C 


hicago? Just ask a Blue Spot 


Stotion Fomilies 

WENR 3,403,000 
A 2,157,000 
E 2,424,000 
Cc 3, 188,000 


COST ANALYSIS OF MAJOR CHICAGO STATIONS * 


* Based on a 15-minute daytime show, 5 times per week. 
Source — NBC Aill-County Survey. 


Cost per « Increase 


1,000 over WENR 
03 — 
06 100.00 
OS 66.6 
04 33.3 


50,000 WATTS 


A CLEAR CHANNEL STATION 


890 KILOCYCLES 


Owned and Operated by the Blue Network Company 
Represented Nationally by Blue Spot Sales 
New York Chicago San Francisco Hollywood Detroit 


who has been| 


| 


| 


} 


by April 26. Victor Schwab, of Schwab & 


ADVERTISING AGE 


May 10, 1943 


a 


This diary embraces the observations and reflections of 
most prominent and widely known advertising men. 


not answer letters, except as he may find it appropriate 
the column. 


Beatty, whose work I have always admired, 


sends me a copy of his little book, “How welcomed. 
to Write a Good Advertisement.’ in this 
he, too, makes some points recently noted 
here about the intuitive processes. Of April 30 


course, what I would be glad to trade him 
a couple of eye teeth for are his records 
of pull on mail order ads. 


April 27. Hoist by my own petard! A 
client wanted an ad to promote the Red 
Cross appeal for blood donors. Working 
on it overcame my own procrastination on 
this most real of all civilian opportunities, 
so up and did it. The procedure is mag- 
nificently simple, painless, efficient and 
human. And it leaves you with the posi- 
tive knowledge that you have saved at 
least one life. 


fell on it with 


thing better than 


May 1. 
. 


April 28. The New York Times has been 
carrying some interesting reports on a 
recent outbreak among the jitterbugs there. 
One neurologist whom they interviewed 
about it said: “All of life, all humanity, the 
cosmos itself, is built upon the beat prin- 
ciple. One of the secrets of Hitler’s 
power as an orator is in his reiteration, in 
the beat, the pulse, the rhythm of his 
speech.” Here is stated what every power- 
ful copywriter knows. It is this beat in 
copy which is so often damaged when the 
literal minded begin to edit it. 


already showing 


her mother. 
Day. 


May 2. 


enced advertising 
licity program. 


a 

in getting at the 
April 29. Talked with a member of the 

economic staff of the Coordinator of Inter- 

| American Affairs. He fears, and says the 
South Americans fear, an over-enthusiastic 
commercial invasion of those countries by 
us in the postwar period. If we descend 
upon them with the appetites of a swarm 
of locusts we shall be resisted. But if we 
come prepared to plant, to till, to harvest, 


public opinion. 


now. 


The Diary of an Ad 


It is presented in 
ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 
direction” of any kind. The author is glad to receive comment, but can- 


and to share with them 
development of their countries we will be 


A sailor boy, with the insignia 
of a Navy photographer on his sleeve, 
showed up in the office this morning. He 
had managed to wangle a day’s leave to see 
if he could peddle some pictures of his own 
made in off hours, and he had traveled all 
night at his own expense to do it. 
took him to our art department he saw a 
current exhibit of water colors there, and 


sounds of a starving man. Here is one boy, 
at least, who is living in the hope of some- 


Woke at the farm this morning 
to find a new chestnut filly, out of the old 
Morgan mare, wabbling around the corral. 
A creature as gentle as a kitten, 


liking for men which always distinguished 
I promptly named her May 


(ON THE NATURE OF AD- 
VERTISING KNOWLEDGE) 
sat on a committee with five other experi- 


I was struck by the speed 
with which we harmonized our thinking. 
The basis for this was a common training 


a common sensitivity to the pulse beats of 
It is the process of culti- 
vating this sensitivity which is the most 
important element in advertising education 
Years of work with our material is, 
of course, the great contributing factor. 
But unless the mental pores are kept open 
in certain ways it seems that this material 
has ‘very little effect. 


ee 


Man 


one of America’s 


to do so through 
in the steady 


When I 
the eager little animal 


war. 


and 
signs of that instinctive 


Recently I 


men, to plan a war pub- 


heart of a problem, and 


|synthetic shoe material, supplying 
/all manufacturers of government 
hospital shoes and Army shoe repair 
departments. The original patent 
expired about 1932. However, the 
basic formula in manufacturing the 
|chemically treated woven fabric 
and pressed felt remained with the 
original patentee, Herbert Ken- 
worthy, who once again is putting 


Bigelow-Sanford 


Develops Synthetic 
Outer Shoe Sole 


New York, May 5. — Bigelow- 
| Sanford Carpet Company has devel- 
/oped a new synthetic outer sole for 


shoes which its maker claims will| his formula to work to ease the 
give 50% more “mileage” than|jeather shortage. 


grade A leather, and from 100 to 
200% more than lower grades. 

The sole is produced on the com- 
pany’s carpet looms, and is made 
entirely of tightly woven cotton 
treated chemically under pressure 
with a synthetic resin to increase 

| its resistance to abrasion, heat and 
moisture. 

As a result of extensive tests by 

| large shoe manufacturers, the car- 
| pet company has received substan- 
'tial orders for the new soles, 
subject to approval by the War Pro- 
duction Board for the use of cotton 
and resin for this purpose. 

Other important attributes of the | 
synthetic soles, according to the 
manufacturer, are less wastage; cost | 
approximately the same as leather; 
the synthetic material can be used 
in repair as well as construction 
of new shoes; flexing life equal to 
that of natural leather; and they 
may be cemented or sewed. 

The new material is expected to 
ease the limited rationing of shoes 
or make further stringent rationing 
unnecessary. Within two and a half 
months after necessary priorities 
are granted the soles can be placed 
or the market in quantity supply, 
the company reported. 


The material for synthetic soles is 
comprised of approximately 90% 
waste and thus requires no priori-| 
ties, asserted Mr. Kenworthy. It is! 
also being used for shoe counters | 
and inner soles. The company 
started actual production about three | 


able to turn out a million pairs of | 
soles a day, Mr. Kenworthy re-| 
ported. 


DURA-TUFF SOLE BOWS | 


St. Louis, May 5—Winthrop 
Shoe Company, division of Interna- 
tional Shoe Company, will intro- | 
duce its new Dura-Tuff composition 
soles this fall. 

The company reports that with 
‘the new composition soles it will 
be possible to give dealers 30% 
more shoes than would otherwise 
be available. The Dura-Tuff soles 
| will outwear even the top grades of 
leather soles, according to the com- 
pany. 


Knollin Adds Account 


Knollin Advertising Agency, San 
Francisco, has been appointed by 
Washburn & Condon, livestock com- 
mission company, to handle its ad-| 


vertising. Livestock publications 
SANCO REVIVES and country newspapers will be 
SYNTHETIC SOLE used. 


Auburn, Me., May 5.—Sanco 
Mfg. Company has orders for 200,- 
000 pairs of synthetic soles per day 
on its books and is installing equip- 
|}ment capable of doubling its output 
| within the next ten days, according 


Joins Pineapple Growers 
Calvin White, Pacific Coast pub- 
licity director of National Associa- 
tion of Manufacturers, has resigned 
to become publicity director of the 


to Herbert Kenworthy, who pat-| Hawaiian Pineapple Association, 
ented his secret formula for manu-/| Honolulu. 

|facture of synthetic soles back in = = 

days of World War I under the 

|}trade name “Kendex.” R&R Names Johnson 


As now, leather became a critical Lars J. Johnson, for the past six 
|item during the war years of 1914-| years associated with the Carna- 
18, during which time Kenworthy | tion-Albers Company, has been ap- 
| Brothers Company held government | pointed account executive of Ruth-| 
contracts for manufacture of its! rauff & Ryan’s Seattle office. 


| tising. 


Products 


Ballantyne Heads Philco 


John Ballantyne, who has been 


vice-president in charge of opera- 
tions, has been elected president o! 
Philco Corporation, Philadelphie 
He succeeds James T. Buckley, wh 
has become chairman of the execu- 
tive committee. 


Names Houck & Co. 


The James G. Gill Company. 


| Norfolk, Va., roaster of Gill’s Hote! 
Special coffee, has appointed Houck 
& Co., Roanoke, to handle its adver- 


is ac- 


Frank G. Christian 


count executive. 


weeks ago, and if necessary will be Revlon Promotes Katz 


Albert A. Katz has been appointec 
general sales manager of Revlon 
Corporation, New York 
Mr. Katz joined the company at !s 
formation in 1932 as sales represen- 


| tative in the Philadelphia territory 


Resigns Tivoli Brewing 


John Nelson Tucker, director © 
Detroit sales of Tivoli Brewin 
Company, Detroit, has resigned ' 
become a consultant in the field 0 
postwar planning. He has _ Dee! 
associated with Tivoli in variov 
sales capacities for the past 10 years 


—_ 


Bank debits in Fort Wayne 
have increased by 72% during 


the past 3 years. Fort Wayne 
is a great war production ce”- 
ter. The News-Sentinel offers 
complete coverage. 


The News-Sentinel 


Fort Wayne's Good Evening” Newspore’ 
FORT WAYNE, INDIANA 
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TRIBUTE 


A TRIBUTE TO 
THE WHITE COLLAR WORKER 


_DO/MORE 
Seating Sewice 
Do More Seating Service pays tribute to 
the white collar worker in this advertise- 
ment which praises the unobtrusive, but 
none the less vital role played by office 


workers in the national effort. McDonald- 
Cook Co., South Bend, is the agency. 


Chair Company 
Pays Tribute to 
White Collar Man 


Elkhart, Ind., May 6.—Astonished 


,schessiules despite lack of chairs to | 


deliver. The account is handled by 
McDonald-Cook Company, South 
Bend. 


Taylor Named Publisher 

Frank L. Taylor, formerly with 
the Seattle Star, has been appointed 
publisher of the Milwaukee Sen- 
tinel, succeeding Henry H. Fris, who 
is taking an indefinite leave of ab- 
sence due to illness. 


Joins Paint Company 

D. C. Coons has been named ad- 
vertising manager of Lowe Bros. 
Company, paint manufacturer, To- 
ronto. Mr. Coons, formerly with 
Cockfield, Brown & Co., Toronto 
agency, succeeds John Whitehead 
who has joined the Army. 


Switlik Straps ) 
Parachute to New 
Postwar Campaign 


Trenton, N. J.. May 5.—The Swit- 
lik Parachute Company next month 
will harness its product, now saving 
the lives of United Nations’ fliers, to 
an advertising campaign both in 
this country and Latin America fea- 
turing the parachute’s many new 
safety and tim<-saving uses after 
the war 

Fuli- page illustrated insertions 
will be used in a long list of avia- 
tion publications, stressing the utili- 
zation of the parachute to facilitate 
or completely change present cargo 
and transportation methods. The 


creation of new models and manu- Yqn Winkle Joins McGraw- 
facturing procedure will enable 


Switlik to produce various types of Hill; Taylor Transferred 
parachutes for previously unheard| T. W. Van Winkle has resigned 
of uses. | from the Chicago office of the Rod- 
Maxon, Inc., is the agency. ney E. Boone Organization to join 
| McGraw-Hill Publishing Company 
in Detroit as district manager of 
Factory Management and Mainte- 
nance for Michigan, western Ohio, 


| 
Two Name Townsend 

| Lawrence A. Meaker, maker of 
| Essex Oka-type cheeses, and Jesse Kentucky ; ans 

ah y and Indiana. 

Welden Inn, both of St. Albans, Nt.,| C. F. Taylor, of the Boone San 
have appointed Townsend Advertis- Francisco office, has been trans- 


ing Service, Burlington, to direct) ferred to Chicago to replace Mr. 
their advertising. 'Van Winkle. 


McBride Named Ad Mgr. Geddes Joins Bruck 

Walter J. McBride has beer| Arthur Geddes, formerly produc- 
appointed eastern advertising man-|tion manager of North Kassvell 
ager of Air Trails Pictorial, a Street | Studios, has joined Franklin Bruck 
& Smith publication, with head-| Advertising Corporation, New York, 


at the response to an advertisement | 
paying tribute to the white collar | 


worker for his humble and unsung 
contributions to the war, Do More 
Chair Company will pursue its in- 
vestigations further with a page in 
Fortune devoted to the same sub- 
ject. The original copy appeared 
in The United States News. The 
Comptroller and The Office also are 
scheduled for insertions. 

Do More, which has long catered 
to the health and comfort of the 
industrial, as well as the office 
worker, with chairs which help sup- 
port the frame where it needs it 
most, felt that white collar folk 
were doing a splendid, if unher- 
alded job, and should have a word 
of praise. At the same time, it 
wondered whether some of the 
larger companies in the office equip- 
ment field should not assume this 
task. It finally decided to shoulder 
the burden itself. The first piece 
of copy pictured a slightly limp 
white collar. The tribute to its 
wearer was couched in these terms: 


Tribute to Desk Worker 


“Grinding long hours overtime 
because no one else knows how to 
do his job; working and worrying 
his heart out to help build better 
weapons; keeping materials coming 
in so production records can be 
broken; trying to keep up his work 


and at the same time fill out end-| 


less reports! 

“He has a son in the service, gives 
blood to the Red Cross, is an air 
raid warden and a scrap collector. 
He gives time to community activi- 
les, buys war bonds, pays a heavy 
income tax and is supposed to take 
care of increased expenses with a 
smile. Nerves may be cracking, 
health breaking, hair greying, but 
he’s doing his job with every ounce 
of energy left in his system.” 

Since Do More is sold out, the 
only reference to its business is the 
Promise to send a folder to those 
requesting it. 

The company doesn’t know what, 
! anything, can be done for white 
‘ollar men. It intends to find out 
%yY routing 10,000 reprints of the 
advertisement to congressmen and 
‘arious others in power, not omit- 
Ung labor leaders who have been so 
vociferous on behalf of their clients. 

The white collar copy represents 
a little extra activity by Do More, 
Which is maintaining its modest 


THE 5000 WATT 
Voice of the Tri-Cities 
ROCK ISLAND - DAVENPORT - MOLINE 


Wholesale trade? $80 million 
in two “home” counties alone! 


WHBF 


Affiliate: Rock Island ARGUS 
Basic Mutual Network 
1270 KC FULL TIME 


quarters in New York. in a like capacity. 


Here is 


* In the past three fast moving years Baton Rouge, capital 
city of Louisiana and chemical center of the deep South, 
has witnessed a jump in population to over 100,000 in its 


metropolitan area,—all with money to spend. 
market worth going after. 


It's a rich 


Baton Rouge — on the Mighty Mississippi — has be- 
come an increasingly important factor in Southern war 
activity and industrial production. Greatly expanded in- 
dustrial plants, devoted almost exclusively to the manu- 
facture of materials for fighting the Axis, have provided 
new jobs for thousands. River traffic has reached a new 
high. Army camps, air bases and Coast Guard activities 
have helped swell population and buying power. Agricul- 
tural products from the 20,000 farms in the Baton Rouge 
trade area have increased general income. And, Louisiana 


STATE TIMES 


The John Budd Company, Representatives 


* 5000 Watts Blue VA | 


METROPOLITAN BATON ROUGE, 


EVENING * 


a New 100,000 Market 


LOUISIANA 


State University is always a great buying power factor 
with 6,000 students and faculty members. 


A Permanent Market 


Baton Rouge's strategic location and natural advan- 
tages assure a continuation of maximum employment and 
income after the war. This makes Baton Rouge a doubly 
important market for your products. You get immediate 
and substantial sales results NOW and you are assured 
continuous and profitable postwar volume. 


Use these three Big Sales Producers in Baton 
Rouge—make them your super-salesmen in the 
new 100,000 metropolitan market — Baton 
Rouge! 


MORNING ADVOCATE 


MORNING 
The John Budd Company, Representatives 


Geo. P. Hollingbery 
Representatives * 
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ADVERTISING AGE 


May 10, 1943 


Auto Dealers WeatherStorm 
Well: Only 18% Closed Up 


Field Now Stabilized; 


closely intertwined that they can | 
| be handled by a single program. 
Finances of Many | First, he seeks to retain the good | 
will of the present car owners. 

In recent peace years more than | 


Are Better Than Ever 
| half of all new car purchasers have 


| been repeat buyers. Some car mak- 
Sy ©. A. REVERS ‘ers took pride in the fact that three- 
Although the attitude of the) quarters of their owners were re- 
motor car manufacturer towards! purchasers. 
long-range planning is one of hon-| 
est skepticism tempered by his pri-| Must Maintain Service 
mary concern with war production Present owners of his car can be 
and his recognition of the many | a substantial backlog of future sales. 
variables involved, he is taking) The good will of these owners must 
steps right now which will have| be retained, and since it is based 
greater influence upon his postwar | largely upon continued satisfactory 
business than the mere considera-| service from their present cars, 
tion of theoretical problems and) Principally as such service is rend- 
their solution. ered by his local dealer organiza- 
He is concerned with two very | tions, these dealers must be main- 
important matters which, although| tained to supply proper and ade- 
separate and individual, are so quate service to his car owners. : 
| Second, he recognizes that this 
dealer organization is his most im- 
| portant sales asset—more important | 
| than any new kind of car—and must | 
be conserved. <j 
He knows that an alert and ag-| 
gressive dealer body can success- 
fully merchandise the products with | 
which he supplies it. 


Dealers Carry the Load 


Time and again, car manufac- 
turers have been able to survive 
engineering or production mistakes 
because dealers have been able to 
market and service such cars for 
him until a new model comes along 
to correct the deficiencies. On the 
other hand, fine new cars with many 
splendid qualities to recommend 
them proved to be unable to over- 
come the handicap of not having 
enough dealers to market these cars 
in sufficient volume to make money 
for either manufacturer or dealer. 

The car manufacturer long ago 
recognized the fact that he can be 
successful only to the degree that! 
his dealers make money and remain 
\in business. 

Because these things are so, never | 
before have the motor car manu-| 
facturers striven so energetically to 
maintain their dealer organizations | 
intact as they have through this} 
| emergency. 

How have dealers fared since new 
car production was suspended, new | 
car sales were rationed and motor- 
|ing curtailed through mileage ra-| 


Buffalo’s 


Transmitter 
m Plant a 


GIVES 


WGR 


BUFFALO’S LARGEST 
REGIONAL COVERAGE 


5000 WATTS BY DAY 
1000 WATTS DIRECTIONALLY 


| tioning? 
INTENSIFIED BY NIGHT | Mortality Surprisingly Low 
| Neither numerically nor finan- | 


cially have dealer losses approached 
the dire forecasts so frequently | 
heard a year ago. | 

In January, 1942, the Chilton| 
Automotive Directory listed 40,537 | 
dealers. On March 1, 1943, there! 
| were 33,250. This is a loss of 7,287, | 
lor 18%. As nearly as can be esti-| 
mated, the dealers who did go out| 
lof business represented no more| 
|than 5% of the total sales volume. | 


|publication for automotive service | 
shops, reports that on Jan. 1, 1942, 
it had 39,340 car dealers on its list, 
j}and that on March 15, 1943, its list 
totaled 35,697, drop of 3,643 or'| 
only 9.25%. In 1941, this publica- 
tion says, 15.45% of the car dealers 
went out of business, but were re- 
placed almost completely by new 
dealers. In 1942 13.62% went out 
of business, with a replacement of 
4.5%, so that the net shrinkage has 
been only 9.25%. 

A detailed check-up of dealers 
conducted within the past few 
months by the Automotive Division 
of the Detroit Region of the War 
Production Board showed that out 
of 1,724 dealers in the state of 
Michigan and in Lucas County, 
Ohio, 299 had passed out of the 
picture—a loss of 17%. Of the 1,424 
who were still active, 770 were 
without new cars to sell and 654 
still maintained them in stock. 

The mortality was higher in met- 
ropolitan areas than in rural dis- 
tricts. In the seven counties with 
large centers of population in Mich- 
igan, there had been 563 dealers. 
Of these, 99 had dropped out—18% 
of the total. In Wayne County, 
which includes Detroit, there had 
been 271 dealers and 53 have fallen 
by the wayside—nearly 20%. 


Jae 


Sas 2 


— 


New $350,000 Transmitter Plant 
BUFFALO , 
BROADCASTING CORPORATION 


Most Retire Voluntarily 


Of the dealers who have retired, 
few were forced out by bankruptcy 
Analysis shows that the majority of 
these retirements were voluntary, 


/rooms, no longer needed to mer- 
|chandise new cars, to other func- 


grain, seed and feed. 


with the owners simply withdraw- 
ing to preserve their capital until 
retailing conditions became more 
favorable. This was particularly 
true of those establishments which 
had little or no facilities for servic- 
ing cars in sufficient volume to 
offset the loss of revenue from car 
sales. 

In a number of instances, of 
course, dealers closed their stores 
to enter the armed services, go into 
defense plants or to join govern- 
ment agencies. 

According to all _ information 
available to the factories and dealer 
associations, the great majority of 
the nation’s car dealers who still 
are active have held their own 
financially or actually have earned 
more during the past year than 
their average of the previous sev- 
eral years. 


How They Did It 


How was this possible under the 
handicaps which they faced? 

These dealers sold nearly 350,000 
new cars and trucks. Their sales 
were cleaner and more profitable. 
Seldom were they faced with the 
necessity of making over-allowances 
on used cars, a practice which in 
the past cut down car profits; nor 
were they faced with the problem 
of losses on used cars as often hap- 
pened in other years. 

Many dealers diversified 
businesses. Some converted 


their 
show 


tions which could help to defray 
expenses or earn a profit. Others 
added supplemental lines or em- 
barked upon new enterprises—soda 
bars, lunch counters, bowling alleys, 
grocery stores—on floors that once 
housed new cars. Still others be- 
came agents for fertilizer, hay, 


There were a number’ who 
possessed unusual machine facili- 


ties and skilled operators, who be- 


came subcontractors in war produc- | 


tion. Some, especially those located 


in metal-working areas where much | 
war work is being done, have ob-| 
tained contracts which afford profit | 


opportunities surpassing their best) 


rewards from the selling and serv- 
icing of motor vehicles. 


Service Does It 


But in nearly 
dealers have been 
in business 
unnecessary expenses and substan- 
tially increased their revenue from 
the service and parts departments. 

For years the car dealer was 
inclined to look upon his service 
department as a necessary evil. It 


every instance, 
able to 


grief. Often, to satisfy the com- 
plaints of owners, he was inclined 
to give service at cost or without 
expecting any great revenue from 
its operation. Through this service 
he hoped to hold the good will of 
his owners, so that they would re- 
turn to him when they were in the 
market again for new cars. 

For years the factory’s sales and 
service departments tried to impress 
upon him the simple fact that, prop- 
erly conducted, this part of his busi- 


On the other hand, Motor Service,|M€Ss could be made profitable. They 


worked hard to convert his sales- 
mindedness to service-mindedness. 
A number of years ago, when he 
was president of General Motors, 
Alfred P. Sloan Jr., now chairman 
of its board, told a group of dealers 
that they should plan their business 
in such manner that their service 
departments could carry their entire 
overhead and that their profits 
should be derived from their sales. 
At that time, the dealers consid- 


ered the idea to be impractical: but | that 


today successful dealers are depend- 
ing upon their service and parts 
departments not only to pay their 
overhead, but also to show ; i 
profit. 


2,000,000 Cars Scrapped 


remain | 
because they reduced | 


| this transportation in the war pro- 
|was the source of annoyance and/| 


hauled into and out of these plants | 
on motor trucks. 


Average Age Rising Rapidly 


Right now eight out of every ten 
of our cars and trucks are more 
than two years old. Half of them 
are more than five years old—and 
after its second year of operation a 
car’s need for service and replace- 
ment parts rises sharply! 

Little wonder that service depart- 
ments throughout the country have 
been jammed during the past half 
year! Dealers have frequently been 
forced to close the doors of their 
shops within an hour after opening 
in the morning. Often they have 
reported having to turn away as 
much work as they were handling. 


caused much concern to the many. 
facturer as well as to his dealer 
The factory wants the dealer ;, 


P aye , t 
remain in business. The dealer must 
depend on his service and part. 
business to keep going. The de. 


mand for service and part 
greater than ever and keeps grow 
ing. But he has less manpo ver 
with which to handle this increase 
volume of business and much os 
that which is left is relatively new 


1S 


Manufacturers Aid Training 


Consequently, every motor com. 
pany is today hard at work aiding 
the dealer to train what help he 
retains so that he can handle his 
unprecedented deluge of service 
business without lowering the stan- 


This is the fifth in a series of 


———e 


authoritative articles discussing 


the distribution system as it has been affected by the war, and 
as it is likely to emerge in the postwar period. The author is spe. 
cial assistant to the Detroit regional director of the WPB, and has 
a long history in the automotive industry, dating back to 19\6, 
when he served in advertising, public relations and sales promo- 
tion capacities, and continuing through many years of advertising 
agency work, principally on Chrysler Motors and Goodyear «ac. 


counts, 


The gasoline, service station and tire distributing field 


will be the subject of the next article in this series, to be followed 
by others reviewing the distribution picture in various lines. 


Customers have had to make garage 
dates far in advance, like a dentist's 
or hairdresser’s appointments. 

Not only is the number of repair 
orders increasing, but their average 
size has also grown. One big dealer 
who averaged $9 per repair order 
in normal times, is now averaging | 
$15 per job—and he hasn’t stepped | 
up his service rates to customers, 
either. 

Many car owners who ordinarily 
turned in their cars on new ones 


before they needed any extensive | 


service work on them, are now 
coming in for complete overhauling 
jobs, because they can’t get new 
cars and must make their present 
vehicles last. 


Truck Service Increased 


Not only has the service depart-. 
ment been flooded with passenger 
cars, but it has been forced to make 
room for many commercial trucks 
which formerly had been serviced 
by the operators. These truck own- 
ers and operators have lost many 
of their men to the armed forces 
or to war plants. This, combined 
with the difficulty in getting parts 
from their accustomed outlets, has 
caused them to turn to dealers’ 
establishments to get this work 
done. Because of the importance of 


gram, work on trucks is actually 
being given precedence over passen- 
ger cars. 

But as the volume of repair work 
has grown, the dealer has been 
faced with a series of problems 
which have caused him many sleep- 
less nights. He, too, has lost many 
of his expert mechanics to the draft, 
to service battalions organized for 
the armed services, and to war 
plants with whose rates of pay he 
has been unable to compete because 
his service charges to his customers 
have been frozen by government 
order. 


Need Mechanics Badly 


Reports from motor vehicle com- 


a fair | mechanics to 


needed replacements of 65% of their 


panies show that the dealers fran- 
chised by these companies had lost 
40% of their mechanics in the pre- 
vious twelve months and that they 


losses to take care of the repair 
work being offered them. Dealers 
|covered by this survey reported 
their mechanics numbered 
83,330 against 139,761 a year ago— 
a loss of 56,431. These dealers re- 
| ported that they needed 36,102 more 


|to train 


dard of the work and jeopardizing 
the customer’s good will. 

To accomplish this in the face of 
the shortage of experienced repai) 
and service men, factory sales and 
service staffs have devised new and 
simplified repair procedures cover- 
ing the maintenance of essentia] 
parts. They have broken down each 
job into its various phases, classi- 
fying each step and _ indicating 
whether it requires the services of 
a mechanic or a less skilled helper 
These procedures are now being 
rapidly taught to dealers’ service 
staffs in the field. 

One of the largest manufacturers 
of low-priced cars is using a pro- 
gram of educational motion pictures 
novices and apprentices 
He now has the biggest staff of 
service men in the field in all his 
history. They have been divided 
into regional groups to whom a 
limited number of dealers have 
been assigned in order to make sure 
that their mechanics are able to 
derive the utmost benefit from the 
intensive educational program with 
the utmost speed. 


Experiments with Training School 


The same manufacturer has also 
inaugurated a_ service training 
school for mechanics. The new 
trainees are paid from the moment 
they are hired. They are given two 
weeks of instruction, then are 
turned over to a dealer for a week's 
trial. During this test period thei 
knowledge and skill are carefully 
evaluated. If they show promise, 
they return for further training and 
upon the completion of the five 
weeks’ course are assigned to 4 
dealer’s staff. This experimental 
program is costing the factory 
$26,000 to carry it on in one area 
alone. Should it prove to be worth 
while, it may be made national in 
scope. 

One big dealer handling two pop- 
ular lines of cars has instituted a 
program of cooperative training 
among his service employes. !» 
this program, a novice is assigne¢ 
to an older man who assumes 
responsibility for the apprentice’ 
development. As the latter im- 
proves in ability he is stepped up 
to his teacher’s job and the in- 
structor moves up the ladder. This 
dealer reports that his employes are 
evincing enthusiasm and interest 10 
the plan and have improved in the!r 
work. 

Periodic examinations in order to 
find out what added knowledge 's 


handle currently 
|available business. Probably not 
'more than 25% of the members of 
the dealers’ present mechanical 


required, diplomas, pins and ote! 
|forms of recognition are all being 
utilized by many other dealers ‘ 
incentives to more and better pre- 


At the end of 1941, there were| forces worked for them a year ago.| duction in the service departm« 


34,883,350 automotive vehicles regis- 
Nearly two} 
retired | 
during 1942, while 350,000 new cars| 


tered in this country. 
million were scrapped or 
and trucks were put into 
Thus, although no official count has 
as yet been completed, a prelimi- 
nary estimate discloses 
are 32,932,725 vehicles still in use. 
These cars and trucks must be 
kept rolling, if we are to fulfill our 
staggering war production assign- 
ments. According to the Automo- 
tive Council for 
something like four out of five 
war workers depend upon their 
cars to get to their jobs: 65% of the 
raw materials our war plants use 


and nearly 70% of the parts fabri-| 


cated from these materials are 


service. | 


Bl PARENTS’ MAGAZINE FAMILIES ARE Ratko 


that there | 


War Production. | 


Here is a _ situation 


which has] 


One large car builder’s researc 


| 


MORE 


| RATION BOOKS PER FAMILY 


MORE THAN 


2/3 MILLION 


FAMILIES WITH CHILDREN 
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d that women, after a mini- 
mum of training, can perform 500 
vervice operations out of a total of 
-omething over 700. On 110 other 
‘obs, they can act as mechanics 
helpers. 

Several manufacturers are con- 
ducting schools to replace men with 
women in service and repair opera- 
tions. One is conducting an experi- 
mental school to establish the best 
methods his dealers can use in 
training them as replacements for 
mechanics or as helpers. In many 
tasks requiring delicacy and care in 
workmanship, they have proved 
themselves to be even more accurate 
and painstaking than the men they 
supplanted. ; 

Women are also being used in 
service and parts sales, as drivers 
of pick-up trucks, and as lubrica- 
tion experts. High school students, 
too, are being hired for part or full- 
time work. 


showe 


Service Demands Change 


The need to engage in exhaustive 
service training has not only been 
occasioned by the influx of great 
numbers of such new help; it also | 
has been caused by new kinds of 
service problems. “The type of 
service our dealers are now being 
called upon to render often differs 
from that which was previously 
required,” says the service manager 
of one of the industry’s largest 
manufacturers, 

“Previously, when a customer 
wanted his motor tuned up, we 
tuned it for performance. We knew 
he wanted a smooth, quiet-running 
engine. Today he wants economy. 
His engine must deliver every bit 
of mileage he can get out of his 
fuel. This requires a different tech- 
nique. 

“Lubrication problems, too, are 
different. With less driving and at 

' slower speeds, his engine uses less 
oil. Although the owner may not 
have to add oil as often, his shorter 
trips and more frequent changes in 
engine temperature may develop 
condensation which dilutes the oil 
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Dealers Decline 
(8% 


No. of Motor Vehicle 


taii 


Service Mechanics 
LDesline 9h % 
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THE AUTOMOBILE DEALER 
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40,547 DEALERS IN JANUARY, 1942 
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33.250 DEALERS IN MARCH,1943 
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Registrations ! 34,883,350 CARS ANO TRUCKS ON JANUARY 1.1942 


Declines 5.6% |B RRP RR BS 


32,932,725 ESTIMATED IN SERVICE NOW 


J 139,761 MECHANICS EMDLOYED BY DEALERS IN JAN., 1942 


8 3,330 MECHANICS NOW EMPLOYED 
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| plastics, die castings, 


iron, terne plate and even of cactus | large. 


fiber. And so on. 

Of the 100 parts which formerly 
had been made of rubber only 18 
still are. The others are now manu- 
factured from felt, cotton fabric, 
|steel, iron, fibers, asphalt, paper, 
leather and wood or have been 
eliminated entirely. 


Standardization Also Effected 


As a result of the combined 
'efforts of the Automotive Division 
of WPB working with the engineers 
|of the automotive industry, designs 
lor specifications of 3,000 parts out 
{of the 17,000 which comprise the 
|average motor car have 
'changed within the year. Nickel 
‘content has been reduced 95%, 
‘chrome 55%, primary aluminum 
practically 100%, copper 40% and 
itin 30%. 


Average Cost of 
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AVERAGE REPAIR ORDER ONE YEAR AGO - $9.22 


and often forms sludge in the crank- | 


Repatr Orders 
Increases JO% 
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AVERAGE REPAIR ORDER NOW - $15.29 


case which can be harmful to the| 
working parts. 


Face New Conditions 


“Our engineers designed our more 
recent cars to travel many miles a 
year at high speeds. The service | 
troubles that developed were gen- 
erally the result of long and fast} 
driving. 

“But with mileage rationing re-| 
stricting most motorists to 3,000 and | 
5,000 miles per year, driven at top| 
speeds of 35 miles an hour, today’s | 
service troubles are largely the re-| 
sults of under-use instead of over-| 
use. 

“Fortunately, we had the expe-| 
rience of working on cars of the 
so-called ‘Sunday drivers’ of other | 
years to guide us. 


“The mechanics we have today | running and getting older each year, | Reconditioning Facilities Expanded 


must be trained to diagnose these | 
new kinds of ailments and how to 
remedy them. That’s why we have} 


‘Don’t Shoot Until You See the Whites of their Eyes’’ 


matter how good the planning or copy, your 
. not ring the bell without an outstand 
e-catching illsstration. That's the first 

He ery ad has got to clear-—-catch the eye 
Quickly and eonvineingly. 


ts just why the job we are doing has 
* into partnership with hundreds of ad 
all lines of business. 


is the heart-beat of every good ad 
! pietures with merchandise slant are 
od even if you are willing te pay the price. 


But 


EYE*CATCHER subseribers have no such 
They have at their finger tips over 

play with in addition to 100 new 

sonal stopper-pix coming to them fresh 


cameras every month 


lon’'t have to be satisfied with local 

“els either EVE*CATCHERS features 
Power-Conover models Jinx Falken 

mn Whitney Leslie Ostrander, Tom 

o ill the others you see in big league 
hal mags are yours to make the most of 


| 
\ $5-a-month Eye Catcher subscription multiplies | 
many times the profit pull of even the smallest | 
promotion budget Dupont Coca Cola Bulova | 
Watch, Metro Goldwyn Mayer, and lots of little | 
one-man agencies, as well, all get loads of inspira 
tion and material out of their E. C. 


FREE OFFERS NEW LAYOUT. 


(lip this ad to your letterhead and we will send 
yo FREE our new boc “~ Layout Suggestions 


chuck full of good ideas for any line of business 
FREE to ad execs only No obligations 


EYE" CATCHERS, Inc. new vor 


|training program in all of our his- 


'entrusted to his fellow-engineers in 


found it important to embark upon 
the most comprehensive — service 


tory.” 
Parts Shortage Hurts 


At the same time that manu-| 
facturers and dealers have been | 
wrestling with the problem of man-| 
power in the repair shops, they have | 
also had to cope with the serious | 
threat of a parts shortage. 

During our last peacetime year, | 
when we had nearly 35,000,000 | 
vehicles in service, including 5,000,- | 
000 brand new cars, nearly half a 
billion dollars worth of parts and} 
accessories were sold. This gob- 
bled up nearly a billion and a half 
pounds of raw materials. 

With almost as many cars still | 


many more parts are going to be| 
needed. But the materials out of | 
which many of these parts were| 


|originally made are now scarce or 
| unavailable. 


Steel — especially 
chrome, nickel, molybdenum and 
other alloys—copper, aluminum, tin, | 
zinc, cork, plastics, rubber — nat-| 


|/ural and synthetic—are demanded | 


in great gobs by the armed services 
to go into their shooting equipment. | 
Makers of those goods which do 
not fly, float or shoot must be satis- 
fied with what is left. 


Many Substitutes Developed 


This is the problem which has 
been confronting R. L. Vaniman, 
former Chrysler Motors executive 
who now heads up the Automotive 
Division of the War Production 
Board in Washington. Among his 
many responsibilities, his division 
must arrange to provde replace- 
ment parts for civilian vehicles. 

In his dilemma, Mr. Vaniman 


| 


the automotive industry the respon- 
sibility of devising parts out of sub- 
stitutes and alternates for the mate- 
rials no longer available. Thanks 
to the herculean efforts of the Auto- 
motive Division and the new War 
Engineering Board of the Society of 
Automotive Engineers the menace 
of a parts shortage seems to have 
been averted at least for the time 
being. 

Manufacture of replacements has | 
been limited to functional parts| 
which are needed to make the car'| 
go. All comfort and _ decorative | 
items such as grilles, instrument | 
panels, bodies, fenders, hoods, run-| 
ning boards, radios, heaters and 
other accessories are ruled out for'| 
the duration. If the car owner | 
bashes in his radiator grille, or puts | 


' . . . | 
an accordion pleat into his fender) 


or a dent in his body, he’ll have to} 
have it straightened out as best he| 
can. The car’s looks might suffer, | 
but it will still carry him around. 


Bumping, Repainting Up 


Naturally, this has increased the | 
volume of business in the bumping | 
and repaint departments. Dealers | 
are bumping out whole bodies and| 
their mechanics have become ex-| 
perts in grafting steel on them when 
bad rents have had to be fixed. 

Instead of being made of alloy! 


steels, many functional parts, in- 
cluding such units as transmission 
gears, differential pinions, rear 


axles, king pins, steering arms and 
coil and flat springs are now being 
made of National Emergency steels. 
Radiators are now composites of 
copper and steel. Other parts for- 
merly made of copper are being 
made of lead, felt, steel, iron, 


|yards have proved to be the only 


|sources from whom they have been 


|\from this source, they have turned 


Having effected these changes to 


|cies have curbed further 


compressed | peacetime conditions has not been 


Some passenger cars have 
been laid up temporarily for the 
occasional want of a replacement 
part, but the total hasn’t been 
unusual. The parts problem has 
been a little more serious in the 
truck field because huge military 
requirements have competed with 
civilian needs. But this situation 
has been bettered in late weeks. 

There is justification for belief 
that the threat of a parts shortage 
which seemed so imminent during 
the winter months has _ passed, 
thanks to swift cooperative action 
by the industry and WPB. 

But what is the outlook for the 


| future? 
been | 


The manpower situation seems to 
be stabilized. Government agen- 
shifts of 


automotive to other 


service men 


| fields. They are also helping dealers 


| substitute or alternate materials, car | 


| manufacturers and parts makers are 
now being allotted sufficient mate- 
rials to produce new stock of re- 
placement parts which should keep | 
our cars and trucks rolling. 

Besides working out this program | 
of substitute materials, the Automo- 
tive Division and the industry’s 
engineers have standardized a num- 
ber of parts. The number of battery 
sizes, for instance, has been cut | 
from 155 to 30; ground and starter | 
cable sizes from 131 to 16; ignition | 
sets from 48 to 7. Where at one} 
time pistons were manufactured in| 
hundreds of sizes they are now 
being made in five types and semi- 
finished so that they can be turned 
down to the required dimensions. 
Piston rings are being made in five 
sizes for passenger cars and in two 
for trucks. Wrist pins come in three 
sizes and main bearings in standard 
sizes and in four under-sizes. This 
greatly reduces the volume of these 
which dealers and suppliers will 
have to carry from now on. 


In further efforts to conserve 
critical materials and to save the 
machine and man hours’ which 
would be required to build addi- 
tional quantities of replacement 
parts, reconditioning of worn parts 
by dealers is being encouraged. Car 
dealers and their mechanics are 
being asked to be fixers of parts 
instead of replacers. Owners must 
turn in old parts when buying new 
ones and these parts are repaired 
and used as replacements wherever 
possible. 

Manufacturers are encouraging 
expansion of reconditioning facili- 
ties throughout the country in order 
to lessen the drain on their own 
machines. Hundreds of such depart- 
ments have been opened by car 
dealers all over the land. In them 
they rebuild engine and transmis- 
sion assemblies, carburetors, igni- 
tion systems, water and fuel pumps, 
generators, voltage regulators, brake | 
bands, shock absorbers, drive shafts | 
and other units. They re-bore cylin- | 
ders, re-face valves, replace pistons, | 
recondition spark plugs, turn down | 
brake drums, re-line brake shoes, | 
re-babbit connecting rod bearings, | 
and do a variety of other things | 
which they never did before. 


Parts Situation Fluid | 


To augment further the supply of | 
used parts, auto graveyards are! 
now being asked to detach essential | 
parts from junked cars before turn- | 
ing them into the scrap heap. Dur-| 
ing the past year two million cars 
were junked, producing many criti- 
cal items which are already seeing | 
service or will be put back into use. 
This is particularly true of older | 
truck parts for which these grave- 


source of supply. As a result, the 
volume of used parts sales has in-| 
creased by leaps and bounds during 
the past year. 

The parts situation has made car 
dealers increase the number of 


purchasing replacement equipment. 
Most dealers usually have confined 
themselves to purchases from the 
parts department of the factory 
whose franchise they hold. But 
because they have recently experi- 
enced delays in getting some items 


to other suppliers and it is not un- 
usual to find them buying three and 
four times as much from jobbers 
as they had ever done before. There 
has also been an increase in trading 
among car dealers. 


Solution in Sight 


Summing it all up, the number of 
cars and trucks immobilized for 
lack of parts compared to usual 


to obtain skilled replacements as 
well as men and women who can be 
trained to do this work. Selective 
service has reclassified automotive 
mechanics as essential, giving them 
the same draft status as _ skilled 
workers in war plants. 

Heartening, too, was the action 
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Blanketing 11 Eastern 
Seaboard States 
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of the Automotive Division of WPB| 
to permit manufacturers of func- 
tional replacement parts for passen- | 
ger cars to step up orders for mate-| 
rials from which to build them. | 
When its limiting order was issued 
a year ago, production of these parts | 
was restricted, roughly, to 70% of| 
the amount produced in 1941. This| 
has now been raised to 100%. So'| 
the parts situation should continue | 
to be easier during the next twelve 
months. 

On the general outlook for deal-| 
ers, the consensus is that most of | 
the dealers who were convinced | 
they should retire from _ business 
' have already done so, and retire- 
ce ments in 1943 are expected to be | 
low. If the news indicates termi- | 
nation of the war in Europe reason- 
ably soon, dealer retirements will) 
approach the vanishing point. On 
the other hand, if the war threatens 
to continue indefinitely, some addi- | 
tional dealers will probably decide | 
to close shop, at least for the dura- | 
tion. 

All in all, automobile manufac- | 
turers and dealers alike are pleased | 
with the manner in which most | 
dealers are weathering the war, and) 
are convinced that an exceptionally | 
sound and able dealer set-up will | 
be available to merchandise the. 
civilian cars and trucks of the post- 
war era. 


New Morning Schedule | tops pavement 2 
for ‘Women’s Wear’ 
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STINDEURD OIL 


COMPANY 
OF VENNSVELE ANTE 


Beginning May 3, Women’s Wear 
Daily, New York, has become a 
morning paper to “better serve sub- | 
scribers and advertisers under war- 
time conditions,” as announced by 
Louis W. Fairchild, general man- 
ager of Fairchild Publications. 

New advertising closing dates) 
are: with proof, 5 p. m., three days 
before publication; without proof, 
5 p. m. two days before publication; 
classified columns, 3 p. m., day be- 
fore publication. 


Tolleson Rejoins KPO 


Walter G. Tolleson, formerly a 
member of the sales department of 


Proves Value as 
Station KPO,” Son Francisco and) Affention Getter 


Company, has rejoined the station’s 
sales department. | New York, May 7.—Additional | 


——_—__—_—_ |proof that the American public is 
. |intensely interested in what indus- | 
Couplin Promoted try is doing in the war effort is} 
Harriett T. Couplin, for the past|supplied by the Advertising Re-| 
four years fashion coordinator and/| search Foundation’s study of the 
advertising counselor for Johnson,| March 4, 1943, issue of the Scran- 
Stephens & Shinkle Shoe Company, | ton Times, in which three “war | 
St. Louis, has been promoted as ad- | | effort” 
vertising director in full charge of 


advertisements walked off) 
with the top three honors in read- | 

all advertising, publicity and pro- 

motion for the company. 


| 


ment shown in the center. 


War Effort Copy 


ing. 


which tells about Standard Oil's research efforts. 


Ranking second for women, 


Sf LLECTENE & MANUFACTURING COMPANT, FITTSOURGH, PENNS TIVANTS 
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_ READERSHIP STUDY SHOWS INTEREST IN INDUSTRY'S WAR EFFORT COPY 


Peale Oy eveRY FRONT 
W EVERY GATTIES 


1, too, is eevagyri Strength. 


Lackawanna fair a 


Westinghouse 


PLANTS IN 25 Citees. . 


OFFiCes AVERT whens 


The best read advertisement for men and women in the Advertising Research Foundation's study of the March 4 Scranton Times was the |,495-line Westinghouse advertise 
Its readership score was 54°%/, for men and 56%, for women. 


Second best read by men, 41%, with 37% for women, was the |,284-line Esso copy 


praise for the public's cooperation in the present transportation crisis. 


45%, and third for men, 39%, was the Lackawanna Railroad advertisement, whose theme js 


| men and women, according to the) tion crisis and ranked second with 
Newspaper | women (45% — and third 


Continuing Study of 
Reading report on the Scranton | 
Times, was the 1,495-line Westing- | 


| house advertisement, 
| Front—in Every Battle.” 
|readership score of 54% 
and 56% for women. 


for 


a rating of 41% (37% 
was an Esso advertisement, 


for women), 


This 
lines, 


advertisement, using 


Standard Oil’s petroleum 
efforts. 

A Lackawanna Railroad 
tisement, “This, too, is 
| Strength,” 


“On Every | 

It had a 
men | effectiveness of war effort copy, the 
Its six panels 
| illustrated how Westinghouse prod- 
| ucts are used on the fighting fronts. 
Second best read by men, with 


“What 
is it we’ve got that Hitler hasn’t?” 
1,284 
with half the space devoted 
to an illustration, tells the story of 
research 


adver- 
America’s 
praised the public for its 
The best read advertisement for | patience in the present transporta- 


This Advertisement is dedicated to 
the man who feels that there surely must 
be a better and simpler method . . 
where . 


. some- 


pieces. Today there’s a ONE best way 


—— 


.. to handle the production require- 
ments of his advertisements and printed 


everything. Why order your cuts from one 
concern —typesetting from another, blocks 
away —and then give your printing to a firm 
even farther distant? Try the Faithorn COM- 
PLETE SERVICE route. It will be NEW—and 
you'll be glad to join our long list of satisfied 
customers, Write, or phone Wabash 7820. 


_FAITHORN CORPORATION 


Sb ObbaAAESS 


in 


with men (39%) 
Value of Timeliness 
In addition to demonstrating the 


Scranton study, which is the 59th 
such newspaper readership study 
made under the auspices of the 
Advertising Research Foundation, 
demonstrated in striking fashion 
that timeliness is an essential in- 
gredient of attention - compelling 
copy. An A & P advertisement, six 
columns full, headed “Big Varieties 
of Rationed Foods on Hand at Your 


BIG VARIETIES OF RATIONED FOODS 
ON HAND AT YOUR AsP SUPER MARKET 


Z 
288: 
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A & P Super Market,” stopped 80% 
of the women and 41% of the men. 


‘‘other Wilson advertisement on the 


Its women’s record is exactly twice 
'the median of, and a new high for, 
| grocery advertisements in the 1, 000- 
| 1,999-line group. 

| Acme Super Market, with five 
|full columns offering unrationed 
| foods, also rated exceptionally well, 
stopping 72% of the women, a fig- 
/ure which was considerably above 
|the previous high-water mark for 
|local grocery copy. 

| Straight product advertisements 
|also did well in the Scranton study. 
A Wilson & Co. recipe advertise- 
ment stopped 32% of the women, 
the first time copy in this particu- 
lar series has gone over 20%. Here, 
| too, timeliness and service themes 
apparently did the trick, since an- 


following page of the same issue 
secured less than one-fourth as 
many women readers. 


Others Rated 


“The Woman on the Truck,” a 
175-line Fleischmann comic ad on 
the comic page was, based on the 


Lackawanna Railroad; Aunt 
mima pancake flour. 


BUREAU OF ADVERTISING 
ISSUES NEW BROCHURE 

New York, May 6.—The people 
unprecedented interest in_ institu- 
tional advertising has given indus- 
try its greatest opportunity to build 
public understanding and good wi! 
—not only for the duration of the 
war, but for the peacetime year: 
to come—the Bureau of Advertising 
American Newspaper Publisher: 
Association, declares in a 24-pag 
brochure, “Their Eyes Are on In- 
dustry,” issued this week. 

To illustrate what industry car 
accomplish by accepting this oppor- 
tunity, the bureau presents a dra- 
matic account of the United State: 
Rubber Company’s experiences wi! 
its institutional advertising. A spe- 
cial newsprint section of eight page: 
contains a selection of the adver- 
tisements reproduced in readable 
size, among them: “The Empt 
Room,” “I Want to Preach a Ser- 
mon,” “Supposing We All Laid U 
Our Cars for the Duration of the 
War.” 

The success of this institution 
series, the bureau states, reflec 
two vital facts: “(1) a growing 
realization on the part of the peopl 
that they have an important stak¢ 
in the future of American indust: 
and (2) a new public eagerness ' 
learn what industry is planning a! 
doing.” It also illustrates ho 
advertisers can build respect a! 
good will for their corporate name 
and insure for their products 
powerful sales advantage when th 
postwar race for consumer fa\ 
begins, the bureau says. 


Je- 


Harris Appointed 

L. M. Harris has been appointe’ 
general sales manager of Pa! 
Chemical Company, Detroit. ™ 
Harris entered the automotive " 
dustry in 1919 and has served 
various executive capacities in 
accessories field, as district mé! 
ager of Willys-Overland and 4s 
retailer. 


business leaders... 
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| index, the best rated national copy. 
|It attained an index score of 109 
|for men and 120 for women. Four 
others rated well on this index, 


i * 


in 
the following order: Wilson’s 
| weekly bulletin; Sunkist oranges: 


* CHOOSE THE 


LEADER IN 
* THE BUSINESS 

FIELD... 
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Huge Womanpower 
Campaign Set to 
Go in September 


(Continued from Page 1) 
book, “How Industry Can Cooperate 
with the 1943 Nutrition Program,” 
for general distribution and The 
Best Foods is preparing a point-of- 
sale guide to assist dealers in tying 
up with the nutrition program. 

A dramatic kick-off to the wo- 
manpower campaign will be staged 
with the cooperation of magazine 
publishers, who have been asked, 
through the National Publishers 
Association, to devote the front 
covers of their September issues to 
illustrations tying up with the wo- 
manpower theme. Advertisers in 
these issues are also being asked to 
coordinate their copy with the start 
of the campaign, with a _ special 
effort being made to catch back- 
cover advertisers in those issues, so 
that both outside covers of most 
books may hook up. Although re- 
quests for front-cover tie-ups have 
just gone out, it is reported that 35 
magazines of general circulation 
have already agreed to use woman- 
power covers, and it is anticipated 
that the theme will be as widely 
used as the flag covers have been. 
Whether it. will be possible to 
achieve equal unanimity with re- 
gard to back covers is problematical, 
principally because of the time ele- 
ment, and the fact that color plates 
are made far in advance by most 
advertisers. 


Copy Must Convince 


According to a brief presentation 
prepared by the OWI, the woman- 
power campaign must convince 20% 
of the men that women are needed 
in war jobs; it must convince 54% 
of the husbands that their wives (if 
they have no young children) should 
take war jobs; and it must convince 
40% of the younger women, and 
64% of the older women, that taking 
a war job is their duty. These fig- 
ures are based on public opinion 
polls made at the end of last year. 

Major emphasis in the campaign 
will be placed on the fact that a 
“war job” does not mean only a job 
as a welder or steamfitter, but that 
it is equally important for women 
to fill jobs in necessary civilian 
services, such as_ transportation, 
communications, department stores, 
hotels, restaurants, etc. Too little 
emphasis has been placed on the 
importance of such jobs in releasing 
men for the armed services and for 
needed duty elsewhere. 


List Resistances 


In developing the campaign, 
WMC and OWI worked out an in- 
teresting group of “resistances” 
which must be overcome to increase 
the flow of women into employment. 
These are: 

1) “If I take a war job, my hus- 
band will be drafted sooner.” 

2) “I’ve never worked in a fac- 
tory. I know nothing about ma- 
chines.” 

3) (Husband) “If my wife takes 
a war job, people will think I can’t 
Support her.” 

‘) “How is my home going to be 
run with my wife employed?” 

2) “What shall I do with the chil- 
dren?” 

6) 
to think?” 


‘he national campaign, this anal- | 


Says, “will not be a recruitment 
gram but will serve as a back- 
drop of information, and will estab- 


cause housing and _ transportation 
facilities are strained. 

“3. Women with children under 
14 are not being urged to take war 
jobs, unless they can make good 
provision for their children’s care. 

“4. A man’s draft status is not 
affected if his wife takes a war job. 

“5. ‘War job’ means not only a 
job in war production plants but 
also in necessary civilian services.” 


Hart Schatiner 


Names Twentyman 


Thomas J. Twentyman, for the 
past six years advertising and sales 
promotion manager of Loveman, 
Joseph & Loeb, Birmingham depart- 
ment store, has joined Hart Schaff- 
ner & Marx, Chicago, as advertising 
director. 

Prior to his association with the 
Birmingham store, Mr. Twentyman 
was advertising director of O’Con- 
nor, Moffatt & Co., San Francisco, 
and the Union Company, Columbus, 
O. He succeeds E. R. Richer, now 
promotion manager of the Chicago 
Sun. 


Adopts New Format 


In a move to conserve paper, 
Men’s Apparel Reporter, New York, 
has reduced its trim size from 
10% by 13% inches to 10% by 12% 
inches, and has substituted 60-pound 
stock for the 70-pound stock pre- 
viously used. 


Private Lines 


The Traffic Audit Bureau, which 
many have been expecting to hiber- 
nate for the duration, will be revi- 
talized under plans to be announced 
shortly, involving an entirely new 
administrative setup. New outdoor 
circulation checks, to use revised 
formulas developed to meet the par- 
ticular problems of wartime shifts 
in the flow of traffic and their effects 
on outdoor advertising circulation, 
will get under way shortly. 

oe a * 


The magazine publishers’ war- 
effort campaign, in which a page a 
month has been devoted to copy 
urging civilian cooperation with the 
Office of Civilian Defense, will 
probably swing away from its OCD 
ties in the near future and take up 
an anti-inflation theme. 

ad * ok 

The Treasury expects to have an 
actual record of 25,000 or more local 
newspaper tie-ups published during 
April, indicating the amazing coop- 
eration which advertisers. have 
given to the 2nd War Loan drive. 
Even though magazine advertising 
missed the drive because it wasn’t 
set soon enough, the Treasury found 
139 war bond ad mentions, and 6 
complete war bond ads in the April 
issues of nine monthly magazines. 
In six leading weeklies, for the 


four-week period ended April 19, 
370 advertisements gave war bonds 
a mention and 35 advertisements 
were devoted entirely to this theme. 

oe 1 a 

There are three schools of thought 

on the Bankhead bill. One that its 
introduction was the payment of a 
political debt to Alabama news- 
papers; one that Canada’s experi- 
ence with paid advertising in- 
fluenced its introduction; and one 
that it merely gives political lip- 
service to a potent vote-getting 
bloc. Anyhow, unless other media 
are added, observers give it little 
chance of ever reaching the Senate 
floor. 

a ar ae 

The Maloney bill for a seperate 

civilian supply administration has 
all Washington by the ears. In the 
gallery during debate one could see 
several representatives of OPA and 
WPB, none of them habitues of Con- 
gressional galleries. The bill would 
do much to strip the agencies of 
their powers. 

a a us 


Anheuser - Busch’s current effort 
to increase the number of drug 
store outlets selling its beer brings 
rueful smiles to the faces of other 
brewers, who are more concerned 
with servicing their present outlets 


than in adding to their number. The 
Budweiser boys, it seems, are the 
only national brewers with enough 
aging capacity to sell a bit more 
volume. Long before the war came 
along, they put in enough aging 
capacity—the real production bot- 
tleneck in the brewing industry— 
to take care of about 6% of the in- 
dustry volume, although they were 
then doing only about 3%. Inciden- 
tally, brewing capacity now, taking 
into account the 7% reduction in 
malt consumption under which all 
brewers are operating, is said to be 
about 67,000,000 barrels annually. 
us a 

The United States Navy wants 
photographs and descriptions of 
coast lines, shore areas, factories, 
utilities, dockyards, shipyards, rail- 
roads, landmarks, etc., in all Axis 
and Axis-occupied countries, as 
clearly identified as possible as to 
when and how taken. In its quest 
for additional material of this kind, 
it has begun the practice of request- 
ing a minute or two on programs 
of all kinds of meetings, in order to 
make a plea for this material. 


Write for circular on 
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“What are the neighbors going | 


I have just given up a man to the 
armed forces. He won't be reading 
your advertising or buying your prod- 
ucts ...not for a long time to come. 

My job isn’t so different now—it’s 
just a lot bigger. 1 always bought most 
of the peace-time goods you made, and 
it will be the same after the war. But 


mind and memory of the civilian pub- 
lic while the war lasts. 
With your help—I'll try to do it well! 


Some day you'll stop making war 
goods. Then your big question will be: 
“What have I salvaged out of the war?” 

You advertisers who have kept your 


‘ish the following points: 

1. Labor shortages are local. 

men are wanted only in war pro- 

duction areas where the normal | 
r market has been exhausted. | 

2. Workers are asked not to go | 

; ‘o these labor shortage areas be- | 


NS 


* * * 


names before American women will 
have lost very little... will be able to 
go into the peace with wheels turning 
and future assured. 


If you would have your name and trade- 
mark survive the war in full health and 
vigor, tell your story to the woman. 


/ \ \ some of my new duties as Buyer-in- If you would hold your markets and And if you would give your message 
i ROS KNO WS Chie} are difficult I need advice and insure quick acceptance for your post- extra interest, strength and authority 
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Willkie Book Hits 
Million; Creates 
Sensation in Trade 


(Continued from Page 1) 


York. Eight different pieces of copy 
have been used thus far, all of them 
simple advertisements, and one of 
them—running four full columns 
and apologizing for inability to keep 
stock shelves supplied—character- 
ized as the largest out-of-stock 
ad ever run in the book trade. 

Jack Goodman, advertising man- 
ager of Simon & Schuster, is now 
working on another 7-column ad- 
vertisement for the Herald Tribune 
and Times and possibly for a Wash- 
ington paper, which will give inti- 
mate details about the book, includ- 
ing answering the question as to 
whether Mr. Willkie wrote the book 
himself; how the paper problem was 
met; how sales have gone, etc. 

In line with Simon & Schuster’s 
well-known policy of playing win- 
ners like the Willkie book and J. K. 
Lasser’s “Your Income Tax”’ to the 
hilt, merchandising of the book 
takes many forms. It is available 
not only through the conventional 
book channels, but through every 
type of retail outlet that can be 
lined up. It is merchandised essen- 
tially in much the same manner as 
impulse merchandise of the candy 
and chewing gum variety is sold. 

During the book’s first 10 days it 
sold an average of 50,000 copies a 
day, and since that time it has been 


INCLUDE MISSISSIPPI 


when you buy Car Cards 
100,000 riders every day 
150 buses Eight Cities 


W. M. STOREY ADVERTISING 


Jackson, Miss. 


Jackson — Greenville — Meridian — Gulf- 
port — Biloxi — Hattiesburg -—- Vicksburg 
Laurel 


Represented by National Transitads 


printed on a round-the-clock sched- 
ule, using four sets of plates. Ar- 
rangements have already been made 
for reprints in all foreign languages, 
including not only the Scandina- 


vian, but Chinese, Turkish and 
Hindu. In addition, it will prob- 
ably be included in an omnibus 


dividend of the Book-ef-the-Month 
Club, along with some of the writ- 
ings of Henry Wallace, Herbert 
Hoover, and others. 

The 50,000-a-day pace has not 
been maintained during the entire 
period the book has been out, but 
it’s still doing all right, thank you. 
For instance, the publisher’s rec- 
ords, probably incomplete, show 
24,463 sales on Monday of this week, 
divided as follows: cloth, 5,297; 
paper, 18,492; orders from radio 
spots (all paper), 674. 


Sets Time Record 


The amazing sales, largest in so 
quick a time ever achieved by any 
Simon & Schuster volume, have 
upset the routine of the publisher’s 
office to the point where employes 
have some difficulty remembering 
anything, or taking enough time 
out to talk to each other. Neverthe- 
less, two previous S&S books have 
sold larger quantities, although 
spread out over much longer periods 
—one the yearly income tax book 
written by Lasser, and the other, 
“How to Win Friends and Influence 
People,” by Dale Carnegie. 

The all-time record for book sales 
is of course held by that amazing 
success, “Gone With the Wind,” 
which finally achieved a sale of 
about 3,000,000 copies, thus shatter- 
ing the record held for many a long 
year by “Ben Hur,” until that time 
the focal point of every book pub- 
lisher’s eye. Other books which 
have achieved sales of more than a 
million in this century include “The 
Call of the Wild,” by Jack London; 
H. G. Wells’ Outline of History,” 
“The Winning of Barbara Worth,” 
by Harold Bell Wright, and several 
books by Gene Stratton Porter. All 
but one of these have been fiction, 
and have gained large sales volume 
as a result of low-priced reprints. 


Dean to Morris Agency 
Louis E. Dean, formerly radio di- 
rector of Maxon, Inc., New York, 
has joined the William Morris 
Agency, New York, as sales execu- 


tive in the radio department. 


evening newspapers. 
richest 


of the 


these readers. 


TORONTO IS A 


MRS. SMITH doesn + a 
buy for MRS. JONES 


In Toronto there are two separate and distinct 
consumer markets as represented by the two 
It is impossible to reach 
both through one newspaper. 
readers of The Telegram concentrated in this 
of Canadian markets 
third largest consumer market in Canada and 
obviously cannot be overlooked. 
153,652 Telegram 
easy reach of the city. 
are higher than ever before, presenting an un- 
usual opportunity for those who have goods to 
sell, and also for those whose products have 
“gone to war” to keep reminder copy before 


The 128,763 city 
represents the 
The balance 


readers are within 
At present, retail sales 


“TELEGRAM” CITY 


TORONTO 


THE EVENING TELEGRAM 


MONTREAL: E. R. CHOWN, DOMINION SQUARE BUILDING 
NEW YORK: DAN A. CARROLL 


CANADA 


CHICAGO: JOHN E. LUTZ 


i 


Getting Personal 


Mrs. Ellen Kebby Hamlin, secretary of Advertising Publications, Inc., 
which publishes ApverTIsinc AcE and associated publications, retired 
after twenty years’ service May 1. She was the guest of honor at a 
luncheon in Chicago on that day, attended by forty members of the 
organization and ex-employes. Mr. and Mrs. Hamlin are now enjoying 
life on their farm in Michigan. . . 

Mary A. Rodger, daughter of J. M. Rodger, vice-president and west- 
ern manager of the McGraw-Hill Publishing Company, has been com- 
missioned an ensign in the Waves and has been assigned to active duty. 
She took her training at Smith College, Northampton, Mass. . 

John W. Haley, admanager of Narragansett Brewing Co., Cranston, 
R. I., is chairman of Rhode Island’s “On to Victory” parade, to be held 
the final day of the 
war bond drive. . . 
Readers who think 
they know how to 
bowl are herewith 
challenged to meet 
the Fawcett Publi- 
cations’ “Maple 
Maulers.” Eliott 
Odell is chief 
mauler, followed 
by Roger Faweett, 
Gordon Faweett, 
Al Norman and 
Ralph Daigh. . . 

William B. Ben- 
ton, vice - pres. of 
the University of 
Chicago, starred as 
“personality of the 
week” in the Chi- 
cago Daily News 
columns __ recently, 
was described as 
the busiest man in 
the world. A col- ih 
league is reported to have said, “Bill not only has a dozen irons in the 
fire, but he also fans the fire”. . . 

Richard A. Hoefer, publisher, and Elizabeth Gordon, editor of House 
Beautiful, have each received from Secretary Morgenthau a Treasury 
Department scroll citing them for distinguished service in behalf of the 
war savings program. . . George Fries, gen. mgr. of the Cincinnati 
Times-Star, has begun his 11th term as pres. of the Cuvier Press Club. 
Roger H. Ferger, assist. publ. of the Cincinnati Enquirer, is newly- 
elected vice-pres. . . 

Combining business with pleasure, Bill Maloney, pub. dir. at BBDO, 
New York, has taken a jaunt to the coast. Besides basking in the Cali- 
fornia sunshine he’ll do some special work on the Servel show. . . To 
Jim Tyler, Mutual’s masterful scrivener of whimsical promotional 
prosody, came a baby girl. . . 

The First Annual Baby Edition of the “Star-Telegram Jr.” was is- 
sued to announce the arrival, April 23, of a daughter, Jan, to Bush 
Jones, natl. adv. mgr. of the Fort Worth Star-Telegram, and Mrs. 
Jones. .. M. W. LeFevre, adv. mgr. of the Albany Times-Union, has 
lost his Girl Friday to the Waves. . . 

Dr. Willard H. Dow, pres. of Dow Chemical, has been chosen by 
Columbia University as Chandler lecturer and medalist for 1943. . . 
Lewis Allen Weiss, v.p. and g.m. of the Don Lee network, has been 
elected a director of the Rotary Club of L. A... 

Thornton Hall, San Antonio, pres. of the Texas Newspaper Publish- 
ers Assoc., and Deskins Wells, mgr., Texas Press Assoc., head a com- 
mittee named by Gov. Coke Stevenson of Texas, to handle arrange- 
ments for a statewide celebration June 28, with special ceremonies at 
Houston, to mark the start of production at the synthetic rubber plant 
operated by General Tire. . . 

Each Friday and Sunday afternoon Frank Winne, Pennsylvania state 
manager for Carstairs, supplies the Salvation Army in the Quaker 
city with Carstairs lads and 
lassies to drive Salvation Army 
trucks and distribute coffee, 
doughnuts, sandwiches and candy 
to service men manning anti-air- 
craft gun emplacements, fighter 
squadrons and piers in the Phila- 
delphia area. . . 

A second son was born to 
Frank E. Mullen, NBC v.p. and 
gen. mgr., and Mrs. Mullen, at 
Doctor’s Hospital, New York. The 
newcomer was christened Peter 
Carrington. And to another 
NBC’ ite—Albert E. Dale—Abing- 
ton, Pa., Memorial Hospital, was 
the exciting spot. Albert Ennis 
Jr.’s papa is manager of NBC’s 
department of information. . . 

In the previous war he was a 
U. S. Army pilot, and in this war 
Philip J. Kelly, Carstairs gen- 
sales mgr., is spending most of his 
time in Washington as a consult- 
ant for the Civil Aeronautics Ad- 
ministration in its war training 
division. 

When he isn’t helping to build 
up screen stars like Jane Russell, 
Meyer Beck, acct. exec. at Russell 
Birdwell & Associates, New York 
and Beverly Hills, Cal., likes to hit the open road with a balloon-tired 
bicycle, which is quite all right with his gasoline rationing board. 
Back from his Florida vacation and bronzed like a Don of the Pampas, 
is Don Wallace of McCann-Erickson’s New York office, ready to take 
up his radio writing chores. . . 

John Stafford, cir. and pro. mgr. of Rockford, Ill., Newspapers, has 
a new baby yclept Patricia Ann. . . Paul West and George MacMillan, 
ANA headquarters chiefs, beamed like pleased children as they showed 
their swanky new offices on Madison Ave. to members and friends last 
week. And you might as well know that the decorative and color 
schemes of Paul’s and George's offices are supposed to have been scien- 
tifically devised so as to fit their personalities. 


"NATION'S BUSINESS’ ENTERTAINS 


John Benson, president of the Four A's, left, and Merle 
Thorpe, editor and publisher of Nation's Business, are 
shown in earnest conversation at the Nation's Business 
reception which preceded the annual dinner of the Cham- 
ber of Commerce of the United States, held at the 
Waldorf Astoria, New York. 


MERCURY UNVEILED 


The first annual staff dinner of WOW, 
Inc., was enlivened by the unveiling of 
the station's new letterhead design por- 
traying Mercury as the symbol of com- 
munications. The artwork is presented by 
“Uncle Tom" Wallace, WOW director, 
to John J. Gillin Jr., president and gen- 
eral manager. 


‘World-H eral’. 7 
Scrap Drive Wins 
Pulitzer Award 


New York, May 5.—Announce- 
ment of the annual Pulitzer prizes 
this week held special interest fo; 
the advertising field because of the 
award of a gold medal to the Omahg 
World-Herald for outstanding con- 
tribution to the public welfare 
through its scrap collection cam- 
paign. 

The contribution of the World- 
Herald in this direction has been 
recognized throughout industry and 
government circles, and the award 
of a Pulitzer prize to the paper met 
with unanimous approval—a condi- 
tion which does not always apply to 
Pulitzer awards. 


Seymour Is Honored 


Forrest W. Seymour of the Des 
Moines Register and Tribune won 
the award for the best editorial: 
Frank Noel of the Associated Press 
that for “an outstanding example 
of news photography,” Hanson W. 
Baldwin of the New York Times 
took the award for newspaper cor- 
respondence; George Weller of the 
Chicago Daily News the prize for the 
year’s best bit of reportorial work. 
The cartoon award went to J. N. 
Darling of the Des Moines Register 
and Tribune, whose cartoons are 
syndicated by the New York Herald 
Tribune syndicate, and the award 
for the best example of telegraphic 
reporting to Ira Wolfert of the 
North American Newspaper Alli- 
ance. 

Controversy over the literature 
awards, which has been a “stan- 
dard” part of the announcements 
during the last several years, broke 
out quickly. Henry M. Robinson, 
senior editor of Reader’s Digest, and 
Prof. Joseph Campbell of Sarah 
Lawrence College lodged a forma! 
protest with the prize committee 
against the award to Thornton 
Wilder for his dramatic work, “The 
Skin of Our Teeth.” They charged 
that this work plagiarized “Finne- 
gan’s Wake” by the late James 
Joyce. 


Griggs, Borton Head 
Ad Council Campaigns 


Robert W. Griggs, advertising 
manager of bakery and pharmaceut- 
ical products for Standard Brands 
New York, has been named cam- 
paign coordinator on processed foods 
by the Advertising Council. J. Wal- 
ter Thompson Company, New York, 
is the volunteer agency. 

Council coordinator for the “home 
use” drive sponsored by the Na- 
tional Housing Agency will be Elor 
G. Borton, advertising manage! 
LaSalle Extension University, Chi- 
cago. Foote, Cone & Belding, Chi- 
cago, will handle the campaign vol- 
juntarily. All Council coordinators 
work on a part-time voluntary basis 


*% Use POWER PLANT 


ENGINEERING to main- 
tain valuable sales and serv- 
ice contacts with the men 
who specify power equip- 
ment. This magazine brings 
timely, know-how informa- 
tion to key engineers and 
executives in more than 14,- 
000 war-busy power plants 
covering allindustries. 


TO 


POWER PLAN 
ENGINEERING 


53 W. JACKSON BLYD., CHICAGO 
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All Dailies Used 
to Warn Public of 
Spoiled Castoria 


(Continued from Page 1) 


Castoria which has been shipped 
since March 1, 1943, contains a for- 
eign ingredient which causes nausea 
and vomiting, and since neither 
consumers nor retailers can tell the 
difference between the packages 
made before or after that date, “it 
is necessary to withdraw and re- 
cover all Fletcher’s Castoria out- 
standing.” 

Consumers were urged to return 
to retail dealers any Castoria pur- 
chased during the last 60 days for 
refund, while retailers were told to 
discontinue immediately the sale of 
the product and return all stocks to 
the manufacturer for refund. 


Copy Wired to Papers 


Copy, approved by the United 
States Food and Drug Administra- 
tion, was not ready for release until 
7:30 p. m. last night. In an effort 
to get the advertisements placed, 
Young & Rubicam, agency for the 
account, sent wires direct to every 
daily newspaper in the U. S., in- 
cluding foreign language papers, 
carrying the approved copy for in- 
sertion. 

However, many of the morning 
papers were unable to handle the 
last minute urgent request for 
space, and as a result the adver- 
tisement failed to make editions of 
numerous morning papers. In met- 
ropolitan New York not a single 
morning paper carried the warning 
announcement, although they did 
carry the story in detail, one paper 
reprinting the approved copy con- 
tained in the wire received the 
night before. All morning papers 
that received copy too late for in- 
sertion today will carry the adver- 
tisement tomorrow. 

Radio stations throughout the 
country were quick to sense the 
public service significance in warn- 
ing mothers against use of the 
adulterated product for their chil- 
dren, and practically every news 
program on the air last night—in- 
cluding those sponsored by other 
drug manufacturers — carried the 
warning to the nation. 


Set Up Bureau 


According to Standard Rate & 
Data Service, the line rate for all 
English daily papers in the United 
States is $133.17, so that the 400- 
line insertion represents a cost to 
The Centaur Company of more than 
$53,000, not including such “inci- 
dentals” as foreign language news- 
papers, wire service, etc. 

A special bureau has been set up 

handle the flood of mail and 
phone calls streaming in as a result 
of the nationwide publicity given 
the product on all radio networks, 
reinforced by the newspaper adver- 
Usements. The Centaur Company 
will not resume production of 
Fletcher’s Castoria until the cause 
of the nausea and vomiting is dis- 
covered. 


to 


To Publish Spanish 
Petroleum Magazine 


A new quarterly business publi- 
t Petroleo del Mundo, 
its appearance June 15, when 
will be mailed to a controlled cir- 
tation of employe nationals of oil 
iniés and governmental de- 
partments in the petroleum industry 
entral and South America. 
: new magazine, printed en- 
: in Spanish, will be published 
‘erly by the staff of World 
eum, New York. Its trim size 


will | 


| Cronyn, 


e 8% by 115% inches. Adver-| 


forms close May 25. 
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Col. Morrow Krum 
Victim of Iceland 
Airplane Crash 


Chicago, May 6.—Col. Morrow 
Krum, former account executive 
and head of the public relations de- 
partment’ of Roche, Williams” & 
Cunnyngham, Chicago agency, was 
one of the 14 
killed in an air- 9 
plane accident in © 
Iceland last Mon- #& 
day, in which Lt. | 
Gen. Frank M. 
Andrews and 
Brig. Gen. Frank 
M. Barth also 
perished. 

Col. Krum, who 
was long an avia- 
tion and yachting 
enthusiast, en- 
tered the Army 
air forces with 
the rank of Ma- 
jor in April, 1942. At his death he 
was chief of public relations for 
the U. S. Army in the European 
theater of operations. 

Well known in newspaper and 
automobile circles throughout the 
United States, Col. Krum was the 
first aviation editor of the Chicago 
Tribune, after a colorful career as a 
reporter in the Hecht-MacArthur— 
Hilding Johnson days of Chicago 
newspaperdom. He entered the ad- 
vertising agency field as a member 
of the staff of Roche, Williams & 


Col. 


Morrow Krum 


Cunnyngham in 1926. 
Was Aviation Enthusiast 


While with the Chicago Tribune, 
he flew that newspaper’s famous 
plane, the U’ntin’ Bowler on many 
missions. He had been in army avi- 
ation in the first world war and had 
over 1,600 civilian solo hours in his 
log book when he reentered the 
service last year. In his official ca- 
pacity as European public relations 
chief, Col. Krum announced the 
news of the arrival of American 
forces in North Africa. 

Intimates of Morrow Krum, and 
they are legion, knew him best as 
“Stormy.” Tall, slim, sandy-haired, 
with a look of youth belying his 47 
years, he had a flair for the spectac- 
ular which made many of the events 
he originated for his publi¢ relations 
clients long remembered. 

In his capacity as publicity coun- 
sel on the Studebaker account, he 
introduced new cars with telling 
showmanship. On one occasion at 
Studebaker’s South Bend proving | 
ground he put on a milk wagon 
derby for the entertainment of auto- 
mobile editors with old wagons and 
equally old horses trundling around 
a dirt track to the accompaniment of 
excited pari-mutuel betting. He su- 
pervised most of the contests in 
which Studebaker cars were entered | 
in recent years and the publicity 
linage he obtained was exceptional. , 

John Pierre Roche, president of | 
Roche, Williams & Cunnyngham, | 
once said, “Morrow Krum in my 
opinion is the best publicity man in 
the United States because he has 
real news sense, plus wholesome | 
sincerity.” This, in fact, was the 
secret of the man’s great hold on the 
affections of his many newspaper 
friends. He never wrote a story or 
staged an event that lacked credi- 
bility and drama. His chief ability 
as a public relations man, according 
to Wilmott Ragsdale of Time’s Lon- 
don office, was in not seeming like 
one. 


THOREAU CRONYN 


Glen Cove, L. I., May 5.—Thoreau 
for the past 18 years a 
member of the creative staff of Bat- 
ten, Barton, Durstine & Osborn, | 
New York, died last week at the| 
North Country Community Hospital 
at the age of 62. 

Known professionally as_ T.| 
Cronyn, he was associated for 18 
with the New York Sun, 
serving successively as copy reader, 
reporter and political and general 
news writer. In April, 1923, Mr. 
Cronyn was made city editor of the 
New York Herald when that paper 


| combined with the Sun. He resigned 


| 


the following January to become 
associate editor of Collier’s. 

He stayed in the magazine field 
a year and then joined Barton, 


* |Durstine & Osborn, one of whose 


| partners, Roy Durstine, worked with 


him on the Sun. Mr. Cronyn re- 
mained with that firm, which in| 
1928 became BBDO, and at the time 
of his death was one of the agency’s 
top copy men in addition to being 


|a stockholder. 


| 
i 


An advertisement for Marshall 
Field & Co. won him a Bok prize 


for the advertisement of the year 
which was most effective in the use 
of text as the chief means of deliv- 
ering its message. 


MARY ARCHER DUNN 

New York, May 4.—Mary Archer 
Dunn, owner of the Starr Adver- 
tising Agency, New York, died May 
2 at her home here. She was 66. 
Miss Dunn was in charge of reli- 
gious advertising on the New York 
Times for many years until she 
resigned in 1922. 


DR. J. L. LASCOFF 


New York, May 5.—Dr. J. Leon 
Lascoff, editor of Drug Topics since 
1934, and a former president of the 


|American Pharmaceutical Associa- 


tion, died last night at the age of 75. 


JADE C. WILSON 


New York, May 4.—Jade C. Wil- 
son, an executive in the New York 
office of Curtis Publishing Company 
for 25 years, died here April 25. He 
was 52. 


Marshall on ‘Journal’ 


Gordon M. Marshall, space buyer 
with John F. Murray Advertising 
Agency, New York, has been ap- 
pointed advertising representative 
for the New York State Journal of 
Medicine, published by the Medical 
Society of the State of New York. 


American Brake 
Shoe Starts Drive 


New York, May 6.— Coincident 
with its change of name to American 
Brake Shoe Company from Ameri- 
can Brake Shoe & Foundry Com- 
pany, the organization is launching 
its first advertising campaign in 
business publications. 

Full pages in two colors will be 
used and a logotype presenting the 
company’s new signature will be 
spotlighted. The theme is: “You 
Name the Part—Probably We Make 
It.” Copy brings out the fact that 
the company is a parts manufac- 
turer—that it makes parts from 
many materials for thousands of 
manufacturers in every field of in- 
dustry. 

The name and address of the com- 
pany’s seven divisions are given in 
each advertisement. Most of these 
divisions have been consistent ad- 
vertisers for years, but this is the 
first campaign of the parent com- 
pany. Its purpose is to tie the vari- 
ous divisions closer together under 
the name American Brake Shoe 
Company, and also to let the indus- 
trial world know about all of the 
things the organization as a whole 
has for sale. There will be no 
change in the advertising policies of 
the divisions. 

Brooke, Smith, French & Dor- 
rance, Inc., is the parent company’s 


agency. 


Oakes Joins Ad Statf 


Alec E. Oakes has joined the New 
York advertising staff of Interiors, 
published by Whitney Publishing 
Company. William S. Akin has 
been appointed midwest representa- 
tive, with headquarters in Chicago. 


TWA Promotes Robinson 


Robert I. Robinson, for the past 
three years in charge of public rela- 
tions in New York for Transconti- 
nental & Western Air, has been 
appointed assistant to the general 
traffic manager at the airline’s head- 
quarters in Kansas City. 


CBS Adds Six Outlets 


Columbia Broadcasting System 
has added four stations in Illinois 
and two in Florida to its network, 
bringing to 132 the total number of 
its affiliates. The Illinois affiliates 
are WSOY, Decatur; WTAX, 
Springfield; WDWS, Champaign and 
WDAN, Danville. The Florida af- 
filiates are WAAC, Ft. Myers and 
WSPB, Sarasota. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 


MAGNO 


as and bom 
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THAT’S TODAYS NEW soutn 


Test it with Holland’s... 


Giant bombers, hard-hitting fighters, fast transports, and 
huge cargo ships roaring forth from mile after mile of 
Consolidated, Douglas, Lockheed, Vultee, and North 
American assembly lines — that’s today’s new South! 
Turning the great wealth of natural resources and the will- 
ing skill of hundreds of thousands of patriotic workers 
into billions of dollars of new wealth, 
and fast growing industries have created a great and 
responsive market in the land of magnolias. The time to 
and the place to reach it is in 
the home. The Southland lives at home 
and that’s where its new-found wealth will be spent. Read 
from city to city and from village to village by the South’s 
best families, Holland’s is the magazine that sells the 
South. For food, for drugs, for clothes, for cars, for tools, 
for furniture, for refrigerators, for every kind of neces- 
sity and accessory for the home and family 
the family plane that the war will bring forth—today’s 


reach that market is now 


in Black and White ...in Color 


South is a new market, a richer market, a market with a 
future! Now is the time to test it with Holland’s—the 
magazine of the new south! 


r 


a multitude of new 


and loves its homes 


and yes, for e 


we 


48% MORE READERS Read aon | 


Ad in Holland's Than in Leading National 
Magazines* in Today's New South... and 
Here's Why... 

@ Holland’s Magazine is devoted to Southern 


homes and more than one-half million South- 
ern families are devoted to Holland's. 


© 72% of Holland’s readers own their own homes. 


© 78% of Holland's readers live in single family 
dwellings. 


© 88% of Holland's families have children. 


78% of the entire family in the new South read 
Holland's. 


(4.2 readers per copy.) 


*In proportion to circulation, according 
to L. M. Clerk Reader interest Survey. 


TEST TODAY'S NEW SOUTH NOW, WITH 


Hollands 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK 


75 EAST WACKER ORIVE, CHICAGO 


West Coost Representotives SIMPSON-REILLY, LTD, RUSS BUILDING, SAN FRANCISCO 


DALLAS 
TEXAS 


* 


205 GLOBE-DEMOCRAT BUILDING 


$s’ tours 


GARFIELD BUILDING, LOS ANGELES 
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ADVERTISING AGE 


Peter Hand Adds 
New Program fo 
Radio Series 


Meister Brau, 
Sans Commercials, 


Aids OWI Effort 


(Picture on Page 47) 

Chicago, May 6. — Emphasizing 
the desire of local and regional 
advertisers to play a larger part in 
the war effort, Peter Hand Brewery 
Company, whose Meister Brau beer 
ranks near the top in package sales 
in this market, has added a half- 
hour weekly program to its radio 
series which is unusual on several 
counts. 

In the first place, it is broadcast 
without commercials, and in the 
second the promotion of govern- 
ment objectives which is the pur- 
pose of the program is guided by 
the local branch of the Office of 
War Information. The objective 
deemed of greatest importance at 
the time of each broadcast will be 
featured by this program. War 
bonds received the emphasis in the 
initial program April 25. 


A Non-Commercial Program 


The material used in the broad- 
cast is a transcription series, “They 
Give Their Lives,” produced by 
Frederick Ziv, Inc., in cooperation 
with the Associated Press, and dra- 
matizes heroic episodes in the war, 
as reported by AP correspondents. 
Because of the emotional character 
of the program, Peter Hand execu- 
tives decided that commercials 
would be out of place, and in this 
decision they were supported by 
Paul Faust, of Mitchell-Faust Ad- 
vertising Company, their agency. 

“I believe that when an adver- 
tiser wants to go all-out in support- 
ing the war effort,” said Mr. Faust, 
“he can get the best results from 
all standpoints by complete elimi- 
nation of commercials. And by the 
same token we believe that we can 
make the best contribution by fol- 
lowing the advice of OWI as to the 
project most important from the 
standpoint of advertising promotion 
at a given time.” 

The program is broadcast each 
Sunday evening over WGN, Chi- 
cago, and a 26-week schedule has 
been arranged. Meister Brau is also 


promoted in eighteen quarter-hour | 


EMPLOYEE 
IDENTIFICATION BADGES 


TRANSPARENT IDENTIFICATION 
CARD CASES 


Write for Catalog 


| handles the account. 


programs each week over the same 
station. 


Launch Institutional Show 


Owens-Illinois Glass Company, 
Toledo, will launch an institutional 
radio campaign over the full CBS 
network, beginning May 10. 

The new show, titled “Your Huine 
Front Reporter,” will be heare 
Mondays through Fridays from 4 to | 
4:25 p. m., EWT. Feature of ihe| 
program will be talks by Fletcher | 
Wiley on current nutrition and food 
rationing problems. 

The 25-minute variety show, 
probably the first of its kind occu- 
pying a daytime spot, will air David 
Broekman’s orchestra, with songs 
by Frank Parker, Eleanor Steber 
and guest artists. D’Arcy Advertis- 
ing Company, St. Louis, handles the 
account. 

Full-page and 1,000-line adver- 
tisements in newspapers of cities 
where the company operates plants 
will announce the program, carry- 
ing the same caption as the pro- 
gram, “Your Home Front Reporter.” 


Chesterfield Signs 


Liggett & Myers Tobacco Com- 
pany will sponsor Irving Berlin’s 
“This Is the Army” over the full 
CBS network, effective May 25, 
from 9:30 to 10:30 p. m., EWT. The 
full-hour variety program will be 
short-waved to Honolulu and Hilo. 

Present contract calls for four 
weekly broadcasts, with further ex- 
tension a possibility. Irving Ber- 
lin is tentatively scheduled to head 
the cast. Newell-Emmett Company 


One of the largest contracts for local radio sponsorship is signed in Chicago for 


“Sound-O," starting May 10 over WBBM for the Chicago Sun. 

ceremony, are (left to right) Kelly Smith, commercial manager, WBBM; Ernie 

Shomo, WBBM sales; Frank Ferrin, Leo Burnett Company, the agency; and E. R. 
Richer, promotion manager of the Sun. 


‘SUN’ SIGNS FOR WBBM SHOW | 


Here, at the 


‘Chicago Sun’ 
Gives ‘Sound-O’ 
a Big Sendoff 


Chicago, May 5.—Following a 
heavy promotional campaign to 
build interest in its new radio 
quiz program, “Sound-O,” the Chi- 
cago Sun will launch the show on 
Station WBBM Monday night, May 
10, under a 52-week contract. The 
program, Monday through Friday at 
10:45 to 11:15 p. m. CWT, will offer 
listeners a total of $1,000 weekly in 
cash prizes for their ability to iden- 
tify studio-created sounds. 

Teaser advertisements announced 
the program in 23 suburban news- 
papers April 29, and the same copy 
appeared in 21 Chicago community 
newspapers April 29 and 30, and in 
55 out-of-town newspapers May 3 
in Illinois, Indiana, Iowa, Michigan 
and Wisconsin. Announcements also 
were used in the Chicago Daily 
News, Chicago Shopping News, and 
in the Sun daily, beginning May 6. 
Daily transcribed radio spots on 
WBBM, WMAQ and WENR, Chi- 
cago, plugged the show. 

Half-page copy in the Sun Friday 
and Saturday, a half page in color 
and a page in the tabloid novel sec- 
tion Sunday will bring the promo- 
tion to a peak, with Parade also 
carrying single-line announcements 
of the show at the bottom of eight 
pages in its May 9 issue. Also being 
used are street car cards and subur- 
ban train cards, radial stickers for 
posting, coasters for restaurants, 
etc., and a booklet, “Secrets of a 


McGehee Resigns 


ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. 


ST. LOUIS, MO. 


Francis N. McGehee has resigned 
| as an account executive with War- 
wick & Legler, New York. 


LOOK IT UP in 
the MARKET 


CONSUMER MARKETS EDITION 
BUSINESS PUBLICATIONS EDITION 


DATA BOOK! 


THE MARKET DATA Bo0K 
COSMET MAREETS Eorting 


a3 


ONO eet, 


* 


Sound Man,” for distribution to 


copy, 


May 10, 1943 


_ POSITIONS WANTED 
COPYWRITER ; 
Wants free-lance work. Imaginative 
ideas, advertising, ghosting, 
script. Good style; effective salesman- 
ship. 
Box 4090, ADVERTISING AGE. Chgo 
Capable advertising salesman can 
handle another publication or prod- 
uct. N. Y. and Phila. Have N. Y. 
office. 
Box 4088, ADVERTISING AGE, N. Y. 


ADV. SALESMAN AVAILABLE 

20 yrs. experience in Point of Sale 
adv. & Sales Promotion work. Wide 
acquaintance in Midwest area. Clear 
record. 1 employer, energetic, 40 yrs. 
of age, married. 

Box 4074, ADVERTISING AGE, Chgo. 
Advertising — Sales Executive avail- 
able with unusual ability of knowing 
how to coordinate research, advertis- 
ing, merchandising procedure with 
selling ideas to obtain outstanding re- 
sults. Years experience in sales analy- 


sis, merchandising, consumer and 
market research. space buying, bill- 
boards, newspaper, radio, art. Good 


habits, married, age 43. 
Box 4089, ADVERTISING AGE, N. Y. 


TOP NOTCH COPYWRITER 


wanted by leading 4A agency in Mid- 
west to write consumer copy, princi- 
pally for package goods. 

Ability to write outstanding 
paper and magazine copy 
Capabilities for radio 
also desirable. 


news- 
essential. 
commercials 


Include several recent 
are proud to have 
draft status, salary 
perience, 


ads that you 
written as well as 
requirements, ex- 
etc. 

Inquiries held in strictest confidence. 
Box 4070, ADVERTISING AGE, Chego. 


Salesman wanted = for 
covering industry with 
war prospects. Eastern 
territory. Opportunity right now for 
hard working, experienced producer 
to build substantial volume of busi- 
nes 


3s. 
Box 4086, ADVERTISING AGE, N. Y. 


Advertising 
publication 
great post 


- — —_—— = — ee 
—$___ 
The Advertising Market Place 
The rates for this department are as follows: “Help Wanted.” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. All other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 
————J 


_HELP WANTED 


SALESMAN—ADVERTISIN\N:. 

TYPOGRAPHY, ELECTROTY Pi y¢ 
STEREOTYPING 

Well established Chicago firm is . 


. eek. 
ing a healthy, energetic, inte! gent 
young man to sell these services 4, 
advertisers and advertising age nejc. 


in Chicago, Must have knowledee os 
these services gained through ; 
manufacturing experience or ¢} 
advertising production experie, 
an agency or advertising depart )jen; 
Prefer man with selling expe ae 
and contacts in this field, burt mar 
with sales ability and other experj. 
ence can qualify. A permanent jogj. 
tion and an interesting and profitah\, 
opportunity awaits the man with th, 


right qualifications. Write in fy) 
details of background and persona 
history. . 
Box 4084, ADVERTISING AGE, Chg, 
Assistant Advertising Manager 
wanted by nationally known Chicag, 


industrial firm doing 100% war work 
Position offers unusual opportunity ¢, 
aid in war effort. Man with ideas 
ability to write and capable of hap: 
dling responsibility. Can develop int, 
“key member” of organization.  [p. 
dustrial experience not essential! fe. 
lies will be held in strict confidence 


Box 4083, ADVERTISING AGE, Chey 
ADVERTISING MANAGER WANTED 
To take complete charge of publicity. 


educational program including prep. 
aration and/or procurement of techni. 
cal articles on adaptation of gray iroy 
and be familiar with advertising ana 
pamphlet layout. Please submit fy! 
personal record including salary ex 
pected. 

Box 4085, ADVERTISING AGE, Che 


BUSINESS OPPORTUNITY 


TRADE PAPERS WANTED 
Will buy or lease established In- 
dustrial, Business or Class Papers 
serving any field that has not 
reached normal peace-time peak 
Prefer National circulation § but 
will favorably consider regiona! 
apers except those serving New 
[ngland exclusively. Advertiser 
is a publisher (not broker or 
agent). Replies will be in confi- 
dence. Please give as much de- 
tail as you consider safe and 
practicable. 

Box 4087, ADVERTISING 


AGE, Che 


May 20-21 Set as 
Date for Four A's 
Annual Meeting 


New York, May 6.—Agency war 
services and war problems will be 
highlighted at the annual meeting 
of the American Association of Ad- 
vertising Agencies, to be held at the 
Waldorf Astoria here Thursday and 
Friday, May 20-21. 

How war themes can be incor- 
porated in clients’ regular advertis- 
ing, and how to deal with problems 
resulting from the war or from 
government action in connection 


radio fans. 

| “Sound-O,” with Don McNeill as 
|master of ceremonies, and Clifton 
|Utley, news analyist, was created 
under direction of the Sun’s agency, 
Leo Burnett Company. 


Town Meeting 
Captures Women’s 
Radio Citation 


New York, May 5.—America’s 
| Town Meeting of the Air, a sustain- 
ing program of the Blue Network, 
|}won top honors in the forum divi- 
sion for the seventh time in nine 
years at the ninth annual awards 
|meeting of the Women’s National 
Radio Committee here today. 

Other winners included Cavalcade 
,of America, a dramatic program on 
| NBC, sponsored by E. I. du Pont de 
|Nemours & Co.; Raymond Gram 
Swing, news analyst, sponsored by 
| Petroleum Products Corporation, on 
|the Blue; the Metropolitan Opera 
Broadcasts, sponsored by the Texas 
Company, Blue; and Let’s Pretend, 
'a CBS sustainer. 
| Honorable mention and citations 
| were given to Station WQXR, New 
York, for “musical programs of 
unusual quality and interest,” and 
Station WMCA, New York, for 
|\““programs furthering democratic 
ideals and public service.” 


Booklet Gives Ink Data 
American Printing Ink Company, 
New York, division of General 
Printing Ink Corporation, has issued 
a brochure entitled “Victory Tips,” 
which discusses the availability of 
printing ink materials for 1943. The 
beoklet is available upon request to 
the company at 2314 W. Kinzie St.. 


Chicago. 


with it, will be presented by gov- 
ernment authorities and discussed 
| by agency people. 

| Inflation, manpower and_ food 
|problems are deemed the most im- 
portant current war problems on 
which advertising can help. Under 
these general headings, a number of 
specific campaign objectives will be 
presented. Representatives of gov- 
ernment departments, OWI, Adver- 
tising Council coordinators and task 
| force agencies, will make presenta- 


City Handbill 
Ordinances Are 
Voided by Court 


Washington, D. C., May 4.—In a 
case in which the American News- 
paper Publishers Association, Amer- 
ican Civil Liberties Union and Gen- 
eral Conference of Seventh-Da) 
Adventists had filed briefs, the U.S 
Supreme Court yesterday reversed 
an earlier decision and voided mu- 
nicipal ordinances taxing the dis- 
tribution of religious leaflets. 

In four-to-five decisions, the court 
declared unconstitional city ordin- 
ances of Fort Smith, Ark., Opelika 
Ala., Casa Grande, Ariz., and Jean- 
ette, Pa., because they violated th 
rights of freedom of speech, freedon 
of the press and freedom to worshit 
by imposing license taxes on the sal 
of religious literature. 


Invalidate Handbills 
The justices also invalidated 3 
Struthers, O., ordinance which 
sought to prevent any person dis- 
tributing handbills, circulars ° 


|tions. An exhibit of agency volun- 
teer work in connection with the 
war—both national and local—will 
be held in connection with the 
meeting. 

William R. Baker Jr., executive 
vice-president of Benton & Bowles, 
|New York, is chairman of the pro- 
gram committee. Sessions will be 
closed, except one luncheon to which 
|advertisers and media guests will 
| be invited. 


Rings are Prizes on 
New Colgate Program 


Five Tiffany rings will be given 
away weekly to radio listeners who 
show a good reason for having their 
request songs played or sung on the 
new Colgate - Palmolive - Peet pro- 
from for Palmolive soap, beginning 
May 29 over the full network of the 
National Broadcasting Company. 

Entitled “The Million Dollar 
Band,” the show will highlight a 
leading orchestra each week, and 
Barry Wood as songbird and master 


of ceremonies. Listening time will | 


be Saturdays, from 10 to 10:30 p. m., 
EWT. Ted Bates, Inc., handles the 
account. 


other forms of advertisement fron 
|ringing doorbells or otherwise sum- 
moning residents of any home. Th! 
}ordinance was challeneged by 
|member of the religious sect, Jehov- 
|ah’s Witnesses, who had been (ine 
| for such an “offense.” 

| Ordinances passed by three of tht 
|cities involved had been upheld > 
| the court last June 8. 


Appoints Aitkin-Kynett 
Penn Engineering & Mfg. (or 
|pany, Doylestown, Pa., manufac 
|turer of stop nuts, has appointe 
| Aitkin-Kynett Company, Philade’- 
|phia, to handle its advertising 
A. Swanstrom, president of the co" 
pany, which was organized recent!) 
was formerly president of Elast! 
Stop Nut Company of America 


rs MIMEOGRAPHING 


that 


SELLS as well as TELLS 
Complete mailing service 


CALDWELL LETTER SERVICE 
Tribune Tower, Chicos? 
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TORONTO, MONTREAL 


GIBBONS LTD. 
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MERCHANDISING 


Tomc 


REGINA. CALGARY, EDMONTON, vancouvet 
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New ‘Life’ Study 
Shows U. S. Draft 
Highly Democratic 


New York, May 5.— Discounting 
voluntary enlistments which have 
produced some variation, the draft 
has proven to be extremely demo- 
cratic, with a uniform percentage of 
families with men serving among 
Easterners and Westerners, rich and 
poor, farmers and urbanites, Ne- 
groes and whites, according to “The 
Impact of War on American Fami- 
lies,” just published by Life. 

Findings of the survey, which 
were obtained through regular in- 
terviews on magazine audiences 
supervised by the Magazine Audi- 
ence Group and 6,000 interviews on 
, national cross-section basis con- 
ducted by Crossley, Inc., show that 
, year after Pearl Harbor two- 
thirds of U. S. families were not yet 
represented in either the armed 
forces or war work, while only 
18.1% of all families were reported 
having one or more members in the 
armed forces, and 18.9% had mem- 
bers in war work. About 4.2% 
were represented in both. 

Approximately 66% of families 
with war workers had heavier pay 
envelopes, compared with the na- 
tional average of 40%, and led all 
other groups by a wide margin. 
Farmers reported the greatest pro- 
portion with increased income, 
43.8%; families of minor executives 
topped those of major executives, 
39% to 28%; 34.1% of families rep- 
resented in the armed forces were 
receiving more money; and 44.3% 
were getting less. 

One year after the United States 
entered the war comparatively few 
family heads had shifted their jobs, 
and those who were executives, 
clerks, unskilled workers or pro- 
fessional men had changed but little 
in number. 

Nearly 9% of family heads own- 
ing or working on farms gave them 
up one year after Pearl Harbor and 
7 of American salesmen had 
strayed away from their trade. Re- 
sults also showed that 59.2% of all 
families reported owning cars, and 
only 5.9% had laid them up; 16.3% 
had given up driving in the lower 
income level where cars are fewest. 


Lithographers Will 
Convene May 10-12 


Industry and government speak- 
ers, as Well as those of allied fields, 


or 
io 


will discuss current problems at the | 


38th annual meeting of the Lithog- 
raphers National Association —a 
war problems conference—at the 
Edgewater Beach Hotel, Chicago, 
May 10-12. 

Talks on government printing, the 
paper supply, the WPB attitude to- 
ward lithography, war maps, man- 
power mobilization and other topics 
are scheduled for the three-day 
meet. The annual dinner will be 
held May 11, with the report of offi- 
cers and election of directors set for 
May 12. M. P. Thwaite is president 
of the association. 


Knight Named Radio 


Director of Foote, Cone 
Vick Knight, formerly radio di- 
rector of The Biow Company in 
Hollywood, has joined Foote, Cone 
& Belding as vice-president and 


radio director. He will make his 
headquarters in F C & B’s Holly- 
.~ office. 


Knight has produced many 
®t radio’s top-flight shows, includ- 
ing Nate Smith, Fred Allen, Eddie 
Cantor, and Rudy Vallee, with his 
ost recent success the creation of 
‘Ne Ginny Simms program. 


Walton Joins Ross-Roy 


_ Don Walton, formerly with Maxon, 
Detroit, and before that with 
: um and Fewsmith, Cleveland, 
~“S joined the writing staff of Ross- 
Ine., Detroit. 
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48-Hour Global 
Trip by Airplane 
Forecast by Crary 


Chicago, May 5.—Shortly after 
the war ends it will be possible to 
deliver salesmen, samples and light- 
weight, valuable products to almost 
any place in the world within 48 
hours, Harold Crary, United Air 
Lines vice-president in charge of 
traffic, predicted before the Adver- 
tising Managers Club of Chicago, at 
the Merchandise Mart here last 
night. 

He mentioned medicines, clothes, 
dehydrated foods, radio sets, scien- 
tific instruments and a multiplicity 
of similar products as those which 
will figure heavily in postwar air 
transportation. But he laid to rest 
the visionary claims of some that 
airplanes will take over the entire 
job of transporting people and goods 
to all lands. 

“Vital as is the job of the air- 
plane,’ Mr. Crary said, “it pri- 
marily will supplement and not 
supplant the railroads, trucks and 
steamships in the reactivated world 
of tomorrow. Each form of trans- 
portation will play an increasingly 
important role.” 


Four Types Anticipated 


Concerning airplanes of the fu- 
ture, he quoted W. W. Davies, re- 
search engineer of United, as! 
visualizing the possible develop- | 
ment of at least four different types | 
of airliners for specific types of op- | 
erations in the postwar world. 

“They include a _ four-engined 
63%2-ton, 100-passenger transport 
with a cruising speed of 266 miles 
an hour and a range of 2,500 miles, 
primarily for passenger operations; 
a four-engined 40-ton, moderate 
range passenger type for “club” 
service; a twin-engined 21-ton vari- 
able load carrier for either pas- 
sengers Or cargo, to be used in 
feeder services connecting with 
trunk airlines, and a twin-engined, 
16-ton “flying freight car” for cargo 
only. 

“There will be _ coast-to-coast 
schedules for the deluxe 100-pas- 
senger airliner—one with two stops, 
which would require 11% hours 
from New York to San Francisco, 
and the other, a one-stop service of 
11 hours. In the postwar period 
there would be as many as 6,000 
scheduled trips per month over a 
typical coast-to-coast route,” he 
said. 

A rapid development of all types 
of aircraft and aircraft engines is 
anticipated after the war, Mr. Crary 
continued, as well as “decreases in 
fuel consumption, higher altitude 
operations through the aid of super- 
chargers, the possible development 
and use of Diesel engines, increased 
efficiency -of propellers, and better 
useful load-gross weight ratios.” 


Foresees Shortages 


Immediately after the war there 
is going to be a worldwide shortage 
of consumer goods, Mr. Crary said. 
“Also, we are living in a world of 
technological change and the war 
has been a tremendous boon to in- 
ventive genius and American manu- 
facturing ingenuity. One has only 
to read trade publications to know 
that many revolutionary products, 
with others in the offing, will re- 
place in whole or in part the origi- 
nals for which they have become 
the wartime substitutes. 

“Another important factor is that, 
in World War II, U. S. soldiers and 
sailors are being sent to scores of 
countries. Through them, the people 
of Asia, Europe and South America 
are being introduced to American 
products — and liking them. Also, 
under lend-lease, people who be- 
fore had never eaten certain Ameri- 
can foods or worn American cloth- 
ing or used numerous other Ameri- 
can products are being introduced 
to them. 

“After the war it is safe to as- 
sume that, provided people in those 
countries have money with which 
to buy our goods, there will be a 
demand never before equalled for 
our products abroad.” 


New Era Appoints Olian 


New Era Shirt Company, St. 
Louis, has appointed the Olian Ad- 
vertising Company of that city to 
handle its advertising of New Era 


shirts. National magazines have 
been scheduled, starting in June. 


Gear Advertising 
to Postwar Theme, 
Says New Booklet 


New York, May 5.—Believing that 
optimistic headlines concerning the 
progress of the war justify looking 
to the future now, Collier’s has 
built the fourth of its series of 
brochures, which presents the case 
of wartime advertising, around 73 
reproductions of postwar advertise- 
ments drawn from the January, 
February and March issues of the 
magazine. 

A noticeable change in theme 
marks the appearance of this new 
booklet entitled “Advertising Looks 
to the Future.” Preceding pieces, 
under the names “Advertising Joins 
the Colors,” “Advertising and the 
People’s War,” and “Advertising in 
a Total War,” were devoted to the 
story of production. 

“Advertising Looks to the Future” 
presents advertisements carrying a 
postwar theme, each reproduced 
legibly, so that copy approaches may 
be carefully studied. 


Increases Ad Schedule ' 


North American Accident Insur- 
ance Company, Newark, N. J., has 
released additional space orders to 
approximately 100 newspapers on 
its current schedule. Franklin 
Bruck Advertising Corporation, New 
York, handles the account. 


No Scramble for 
Postwar Dealers, 
ls Norge Pledge 


New York, May 5.—Norge Divi- 
sion of Borg-Warner Corporation 
took a long step forward yesterday 
in connection with its postwar dis- 
tribution plans by formally assuring 
dealers that the company has no 
plans for increasing the number of 
its retail outlets in the postwar era. 

At a meeting of the Warner-Norge 
Corporation, metropolitan New York 
distributor, Howard E. Blood, Norge 
president, and other Norge officials 
assured several hundred dealers that 
Norge would be completely absent 
from any postwar scramble for deal- 
ers, and also told them that the pre- 
war Norge retail organization has 
held up remarkably well thus far. 

Mr. Blood asserted that if the war 
ends quickly the company will be 
forced to return to the manufacture 
of the last refrigerator model pro- 
duced for consumer use, but that if 
a tapering off period develops, with 
Germany beaten before Japan, it 
may be able to tool up and introduce 
radically new models immediately 
after the shackles are removed from 
consumer products. 


In presenting this information, 


Mr. Blood emphasized that Norge 
has been in full production on war 
contracts during recent months, and 
that as a consequence it has been 
able to give more and more thought 
to engineering problems connected 
with its projected postwar models. 
In fact, he said, it has already been 
possible to do a considerable amount 
of reorganizing with a view to 
peacetime production. 

The postwar era will probably 
mark the most intensive competitive 


| drive for business which the country 


has ever seen, Mr. Blood declared, 
with many entirely new companies 
entering a variety of established 
fields. There are sure to be some 
new faces in the automotive indus- 
try, including those of one or more 
aircraft manufacturers, he said. 


Knox Takes New Office 


Knox, Inc., magazine advertising 
representative, has moved to new 
quarters at 18 E. 41st St., New York. 
The telephone number is Ashland 
4-9733. 


Ad Campaign Scheduled 


Augusta Knitting Corporation, 
Utica, N. Y., maker of Jones health 
underwear, will begin a fall and 
winter advertising campaign in a 
list of about ten national magazines, 
supported by dealer helps. Norman 
D. Waters & Associates, New York, 
is the agency. 


CONTRADICTORY CUSS?...NOT AT ALL! 


Even though it was only a few days ago we were reminding you that in 
radio “Autumn Comes in April,” and now we seem to have changed our 
tune — we've added new lyrics but the music is still the same. | 


What we were driving at was that fall campaigns take spring planning — as 
if you didn’t know — and now agencies and advertisers are making things 
hot for us with requests for autumn availabilities. 


Speaking of the songs we sing, they’re the music this market listens to! So, 
if you're among the sales-wise looking ahead to effective and economical 
radio selling in the prosperous Twin Cities Market next fall, we’d suggest 
you climb on the KSTP Brandwagon before the “sold out” sign goes up. 


so,ooo watts KX § FPP crear cuanner 


MINNEAPOLIS—ST. PAUL 


Exclusive NBC Affiliate for the Twin Cities 


Represented Nationally by Edward Petry & Co. 
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ADVERTISING AGE 


HELLO.UNCLE DUDLE 


This Moonlight and Roses Racket 
is getting me down!”’ 


So writes Viece VELL GILES from a | 


. and goes on to say. 


LEXINGTON, Ky. — As you may know, I've been sitting in 
Lexington for a week. waiting for the huge machinery of the 
Department of Agriculture to get me into the Kentucky 
mountains. 


But added to confusion in Washington which says one day 
that the FSA is dead and the next day that it isn’t, there is the 
charming Southern way of putting things off. 


They want to know WHY I'm in a hurry. Because I have 
to write something. Why. honey, there's lots to write about 
right here in Lexington. 


So there is. Of course it hasn't much to do with farms or 
farmers. Do you mind? 


* * * * 


The Kentuckians are the most polite people I've ever seen. 
They will never disagree with you except in the matter of 
politics, which seems to be a favorite topic. At least three out 
of four persons I've met here have asked me point blank, “How 
do you stand on politics?” And I have never given the right 
anewer. 


But on any other matter they are agreeable and polite 
almost to the point of distraction. 


The other day in a restaurant I ordered lunch from a menu 
which listed many vegetables from which one could choose 
three. There was also apple sauce. I asked the waitress if I 
could include this among my three, though I knew that apples 
were not vegetables. Well, honey, she said, I wouldn't say that 
apples aren't vegetables. They're fruit, but they're vegetables, 
too. 


I don’t know how she figured that one, but I'd like to have 
Mr. Kieran reply. (Unless, of course, there's something in 
Shakespeare to prove that apples really ARE vegetables as well 
as fruit!) 

* . * * 

This morning in a children’s store, I watched a southern 
woman and her daughter buy a suit. The price was $19.75, 
and it seems the customers had seen another suit down the street 
for $2 less. This one had more wool, better tailoring, better 
color, they admitted to the salesman. A Yankee answer would 
have been, “Then, it's WORTH $2 more.” But the saleslady 
said, “Why, honey, I'll be glad to sell you this for $2 less.” 


And speaking of clothes . . . they are beautiful here. The 
little stores on Main st. are full of John Frederics’ hats, I. 
Miller shoes, and the very best of everything else. The hats are 
prettier than anything I've ever seen in New York, and the 
girls who work in offices as well as the wealthy tobacco planters’ 
wives, buy them. 


It is really true that Kentucky girls have more than an 
average amount of beauty. But much of it is the fact that they 
dress well, smile often and have pretty teeth. That limestone 
story again. 

* * * * 

This agreeable complaisance affects me in a strange way. 
It makes me want to do something hard to do. But there are 
no hair shirts in Kentucky, and a New Englander will just 
have to park his sense of duty at the state line. 

In the library of Transylvania College (chartered in 1780 
and the oldest west of the Alleghany Mountains) I found a 
book of comments on Kentucky, published in 1785. It was 
written in French. 

“Ah,” I said to myself, “here is something hard to do. I'll 
sit here till I translate that entire book.” 

And this was the little jewel I found on page 10: “When I 
visited Kentucky, I found this territory so superior to any- 
thing I had dreamed, that I pitied the people who have not 
seen it. The inhabitants are handsome, polite, kind, hospitable 
and complaisant.” 

I stopped on the word complaisant because the pretty 
librarian was at my elbow. 

“Honey, I've found the English translation of that book 
you're reading. Why don’t you just read this? It’s so much 
easier!” 

O.K. — give me the English translation. Give me a little 
more moonlight and 
roses and nostalgia. 


But give me 
those mountaineer 
farmers pretty 
quick, Kentucky, 
before I get com- 
plaisant, and go 
home. 


ae) 


One of a series of articles by Nell Giles, appearing regularly — exclusively in Boston — in THE BOSTON GLOBE 


The Boston Globe 


Morning + Evening + Sunday 
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NCLE DUDLEY, signer of Globe editorials since 

1891, has become synonymous with The Boston 
Globe. For over fifty years Uncle Dudley's clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s W inter Place restaurant, 
and there are the Uncle Dudley editorials in 
‘The Globe.’” 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comment. Here are just a few members of 


Uncle Dudley's family, today: 


Dorotuy THompson ¢ Ernest Linotey ¢ Heten Lom- 
BARD @¢ Ernie Pryce ¢ Fretcuer Pratt ¢ Wittiam H. 
STONEMAN © JoHNn LarnpNeR ¢ Jay FRANKLIN ¢ JOHN 
Barry « Potry Wesster * Otto Zausmer ¢ Henry 
Harris ¢ Harotp Putnam ¢ Satrty Stuart ¢ Georce 
AnTHet ¢ ANN Dean ¢ Watter LippMANN ¢ JouHN 
Kieran © SAMUEL GRAFTON ¢ Epcar ANSEL Mowrer ¢ 
Georce Wetter ¢ Cartyte Hort ¢ Rosert J. Casey 
¢ Nat A. Barrows ¢ Paut Guaut ¢ Henry McLemore « 
Heven Kirkpatrick ¢ Ricuarp Mowrer « A. T. STEELE 
¢ Letanp Stowe ¢ ALLEN Haypen ¢ Waverry Root « 
Dorotuy Hittyver ¢ Dorotny Dix ¢ Emity Post ¢ Jonn 
Stemseck « Louts M. Lyons ¢ James Morcan ¢ CHARLES 
Merrit ¢ James Powers ¢ Eart BANNER ¢ Ett 
CULBERTSON © GRANTLAND Rice ¢ Harotp Kagse ¢ 
Jerry Nason ¢ Josern F. DINNEEN 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 


United Press 


: *Exclusively, in Boston, in Tue Boston Grose 


. 
BEST READ NEWSPAPER 
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‘COMPANION’ COVER COMES TO LIFE 


PHOT = 


COLLIERS 


May 10, 1943 


TELLS ‘FEEL FRESH’ STORY 


— AMERICAN MAGAZINE 


The new summer wall display for Orange Crush bottlers is designed to tell the 

“feel fresh" story during the sultry season. The display, 26 by 36 inches, is made 

flet for tacking up and is also available with a beveled frame for hanging. The oil 
painting was reproduced by Niagera Lithograph Co., Buffalo. 


BOOK-STYLE 


Woman's Home Companion has installed this life-like reproduction of its May 

cover in the Park Ave. window of its home office, in cooperation with the govern- 

ment's Victory garden program. The girl, dog and wheelbarrow are props, but the 

TENTH BIRTHDAY CELEBRATION tomatoes, radishes, lettuce and other ae are the real thing, growing in 
actual soil. 
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NEW COPY ON DEL MONTE SCHEDULE 
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Del Morte Foods Del Monit =) 
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This book style of display, for the line of 
drug products of Nyal Co., Detroit, per- 
mits the display of 22 different items, 
enabling the dealer to feature any two 
products he desires, according to the 
season and his stock of merchandise. = Bee 
Plastic binding allows for easy turning = 
of the pages which, for neatness, tuck 

into corner pockets. The display was 

created by Zipprodt, Inc., Chicago. 


Murray Breese, president of Murray Breese Associates, New York, cuts a cake at 
a dinner given for employes recently to celebrate the agency's |0th anniversary. 
Staff members gathered around are, left to right: Hope Stewart; Catherine Roth, 
M. D.; Elsie Leschhorn; Estelle Silverstein; Louis Czufin; Helen Johnson; James 
Breese, vice-president of the agency; Carolyn Valentine; Esther Harris; Woodi 
Ishmael; Fay Rosen; William Muller; Gwen Ishmael; Al Swift, and Arthur Gleitz. 


Del Monte's "Save the Surplus” slogan, first used in full-page newspaper copy 

early this spring, is following through in California Packing Corp.'s summer ad- 

vertising. These are two of the three color pages scheduled for a list of women's 

magazines, asking consumers to “take the varieties your grocer has—fill in with 

foods you can grow and can at — McCann-Erickson, San Francisco, is in 
charge. 


BOWLS AND PAINT 


PLANNERS OF WAR SERVICE PROGRAM 
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Devoe & Raynolds Co. is currently help- 


Snapped as they completed plans for the new radio program, “They Gave Their 
Lives,” sponsored by Peter Hand Brewery Co. and donated to the OW! as a war- 
time service, left to right, standing, are: Frank Schreiber, manager of Station 
WGN, Chicago; Jim Anderson, WGN sales department; M. H. Peterson, regional 
radio director, OWI. Seated: Harry P. Heuer, president of the brewery; Bill 
McGuineas, WGN sales manager: and Hilly Sanders, associate radio director, 
Mitchell-Faust Advertising Co., the agency in charge. [Story on Page 44.] 


ing its dealers ring up new sales for 

Dehydray, concentrated water paint, 

with this new "spotlite sales bar.’ A 

shelf is provided on top for a set of four 

salad bowls which will be offered to con- 

sumers for 19 cents and purchase of one 
of the company's products. 


SALES TOOLS FOR CANADA'S 4TH VICTORY LOAN CAMPAIGN 
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BONDS 


ese four examples of the posters prepared for the National War Finance Committee, Ottawa, show the various approaches 

‘d to appeal to the Dominion's populace in Canada's 4th Victory Loan campaign. There are 16 posters in color, one en- 

'y in French. The designs will be utilized for outdoor boards, car cards, window streamers and other devices. (Story on 
experience gained during the war. Geare-Marston, Inc., Philadelphia, is the 
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* .we sure zigzagged that sub dizzy !” 


KAM lnsuletion has cut the heat low by 


WA or more. 


Merchant Seaman Jones talking — and he had 

tv to talk about! Skhalking periscopes, the 

white wake of Jap torpedoes, death dancing on 

every wave; but, bov, the way his ship dodged 
these long “tin fish”! 


ed on by war demands, KAM produe- 
tion of heat insulation is well above its peak 
in peacetime. Looking abead with asbestos we 
A good head uf steam: gourd insulation around are guing to keep this new-found production 
myer and boilers! That's behind all swee eoaful 
sub-dedging; and when Seaman Jones tw a 
civilian again he won't forget that h@M insula- 
tion i* right on the job, when needed moet. 


efficiency at work in the “V™ years te come. 


For only eat of full production —ancdeonstant 
research —can come a ingh standard of hving for 
all, with evervone buey at his favorite work 

Ves, Keashey & Mattivon 85% Magnesia 
Insulation is doing an efficient job at sea; and 
it is also saving heat and fucl—and power —for 
Industry on land. For in a country at war, 
power must he conserved and in many plants 


KEASBEY & MATTISONe— 


COMPANY, AMBLER, PENNSYLVANIA \ 5, 


‘ ; 
wee, ee eee es ¢ (i 
asbestos-coment shungies ord watltounts. osbertos ond magntss wauiotions for pws foter fern) Mm merry $7 in sb¢ 
forthe, cement glect ot ectenclt obesto: pape’ ord ellpoe'd, otertot morme wmtorot oem cose A a 


mute}, asbestos Goch tgs: asbestos «i rregated shor ng ond Mat iymwert. covettct “ements ee toe: — 


Nature made ashertos 
Keashey & Mattison, America’s asbestos pooner, 
has made it serve mankind . . . since 187% 


Keasbey & Mattison Co. is continuing its “Look Ahead with Asbestos” theme in 
a@ new series appearing in Business Week, Modern Industry, Newsweek, Time and 
a list of business papers. The advertisements continue to stress K&M products 
postwar uses, with the added recognition of the importance of the nation's 
fighting men in the postwar industrial world, due to the technical training and 
experienced gained during the war. Geare-Marston, Inc., Philadelphia, is the 

agency. 
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More than Ever, Cs 


WOMANS WORLD 


UR and out of New 


Haven's mighty war plants stream 
thousands of women, night and day 
...each doing a man's work and 
getting a man's wages. 


Into these arsenals of vic- 
tory stream thousands of copies of The 
Journal-Courier . . . each read by many 

. . at lunch, in the recreation halls, and 
then passed on to the next shift... each 
paper working its own 24-hour shift! 


The Journal-Courier 
y offers advertisers this premium coverage 
_ ... over and beyond its regular home 
coverage ... more than 100,000 better- 
than-average readers daily! 
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